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ABSTRACT 
 
Implementations of technological innovations have been playing key roles for firms to 
grow and survive in the long run particularly in a dynamic and complex market and 
unstable economic conditions. The success of any innovation in the market which highly 
depends on consumers could be one of the potential factors behind the failure of the 
innovation. Research on innovation resistance is still in infancy and effort to describe the 
resistance as well as understanding the consumers’ resistance to innovation still require 
in-depth  investigations including the context of resistance to innovation. As a response to 
this problem, this study examines the consumers’ resistance to innovation through 
measuring the resistance to smartphones. This study is grounded by the resistance to 
innovation and appraisal theories. In the research framework, this study includes 
consumers’ characteristics (motivation, self-efficacy, emotion (negative), and attitude 
towards existing product) and innovation characteristics (relative advantage, perceived 
risk, complexity, social influence, and price). A cross sectional, survey data was gathered 
from 307 university students of four public universities in Pakistan via self-administered 
survey questionnaires. They were statistically tested using PLS (SEM) path modeling. 
The results demonstrate the concept of consumers’ resistance to innovation in the context 
of Pakistan. The results also reveal that majority of the main consumers’ and innovation 
characteristics (complexity, emotion (negative), motivation, price, self-efficacy, social 
influence, and consumers’ innovativeness (moderator) have significant influence on 
consumers’ resistance to smartphone. However, three consumers’ and innovation 
characteristics (relative advantage, perceived risk, and attitude towards existing product) 
are insignificant with consumers’ resistance to innovation. The significant factors are 
good predictors of consumers’ resistance to innovation. Based on the findings of the 
study, the theoretical and practical contributions are described.  The limitations of the 
study are discussed and suggestions for future studies are also deliberately addressed.  
Keywords: resistance to innovation, consumer characteristics, innovation characteristics, 
innovativeness, smartphone 
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ABSTRAK 
 
 
Pelaksanaan inovasi teknologi memainkan peranan yang penting untuk membolehkan 
firma berkembang dan terus bertahan dalam tempoh jangka masa yang panjang, 
khususnya dalam pasaran yang dinamik serta kompleks dan dalam keadaan ekonomi 
yang tidak stabil. Kejayaan sebarang inovasi dalam pasaran yang banyak bergantung 
kepada para pengguna merupakan satu faktor yang menerangkan kegagalan inovasi. 
Kajian tentang rintangan terhadap inovasi masih berada pada peringkat awal dan usaha 
untuk menerangkan rintangan dan memahami rintangan pengguna terhadap inovasi, 
termasuklah konteks rintangan terhadap inovasi, memerlukan penelitian yang mendesak. 
Oleh yang demikian, kajian ini menyelidik rintangan pengguna terhadap inovasi dengan 
mengukur daya rintangan terhadap telefon pintar. Kajian ini dilaksanakan bersandarkan 
teori rintangan terhadap inovasi dan teori penilaian. Kerangka kajian meliputi ciri-ciri 
pengguna (motivasi, efikasi kendiri, emosi (negatif) dan sikap terhadap produk sedia ada) 
dan ciri-ciri inovasi (kelebihan relatif, risiko anggapan, kerumitan, pengaruh sosial, dan 
harga). Data tinjauan yang merentas bahagian telah dikutip daripada sejumlah 307 orang 
penuntut universiti daripada empat universiti awam di Pakistan menerusi tinjauan soal 
selidik yang ditadbir sendiri. Data soal selidik diuji secara statistik dengan menggunakan 
pemodelan laluan PLS (SEM). Hasil dapatan memperlihatkan konsep rintangan pengguna 
terhadap inovasi dalam konteks di Pakistan. Dapatan juga memaparkan bahawa 
kebanyakan ciri utama pengguna dan inovasi (kerumitan, emosi (negatif), motivasi, 
harga, efikasi kendiri, pengaruh sosial) dan daya pembaharuan pengguna (sebagai 
penyederhana) mempunyai pengaruh yang signifikan terhadap rintangan pengguna 
kepada telefon pintar. Walau bagaimanapun, tiga ciri pengguna dan inovasi, terutamanya 
kelebihan relatif, risiko anggapan, dan sikap terhadap produk sedia ada didapati tidak 
signifikan dalam rintangan pengguna terhadap inovasi. Faktor yang signifikan merupakan 
peramal yang baik untuk rintangan pengguna terhadap inovasi. Sumbangan teori dan 
amali diterangkan berdasarkan dapatan kajian. Selain itu, batasan kajian serta saranan 
untuk kajian akan datang turut dikupas dengan terperinci dalam kajian ini.   
 
Kata kunci: rintangan terhadap inovasi, ciri-ciri pengguna, ciri-ciri inovasi, daya 
pembaharuan, telefon pintar 
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CHAPTER ONE  
INTRODUCTION 
 
1.1 Introduction 
 
This chapter provides the overview of the following points: background of the study, 
problem statement, research questions, research objectives, significance of the study, 
scope of the research, limitation of the study, organization of this thesis and provides 
summarized version of chapter one, respectively.  
 
1.2 Background of the Study 
 
The worldwide Smartphone users are recorded as 3 billion in 2007; and more than 4 
billion in 2008 and is now expected to increase 5.5 billion by the end of 2013. Likewise, 
according to Boxal (2015), the number of users is anticipated to increase from 4 billion to 
6.1 billion by 2020. While seeking the maximum growth, particularly Asian region is a 
land of maximum smartphone users. Globally, the mobile-phone technology has been 
rapidly growing; for instance, 4 billion smartphone users were recorded in mid-2011; 
whereas, according to Digitalbuzz (2011), 1.08 billion users, making 57% of the 
worldwide population, have been using a personal digital assistant (PDA). Over the 
previous years, a majority of the smartphones users’ growth in the regions of Asia Pacific 
Region, Africa, the Middle East and Latin America, is expected to continue growing with 
high pace (Worldwide Mobile Market, 2009). 
The contents of 
the thesis is for 
internal user 
only 
 248 
 
REFERENCES 
 
Abbasi, M. N., Malik, A., Chaudhry, I. S., & Imdadullah, M. (2011). A study on student 
satisfaction in Pakistani universities: The case of Bahauddin Zakariya University, 
Pakistan. Asian Social Science, 7(7), p209. 
Abrahamson, E. (1996). Management fashion. Academy of management review, 21(1), 
254-285. 
Abzakh, A. A., Ling, K. C., & Alkilani, K. (2013). The impact of perceived risks on the 
consumer resistance towards generic drugs in the Malaysia pharmaceutical industry. 
International Journal of Business and Management, 8(3), 42–51 
Afzal, S., Paras, G., & Gangwani, S. (2015). An examination of determinants influencing 
consumer adoption of sms: A perspective from youth of Pakistan.World Journal of 
Management, 6(1), 117-135. 
Agarwal, R., & Prasad, J. (1997). The role of innovation characteristics and perceived 
voluntariness in the acceptance of information technologies. Decision 
sciences, 28(3), 557-582. 
Agarwal, R., & Prasad, J. (1998). A conceptual and operational definition of personal 
innovativeness in the domain of information technology. Information systems 
research, 9(2), 204-215. 
Aggarwal, P., Cha, T. & Wilemon, D. (1998). Barriers to the adoption of really-new 
products and the role of surrogate buyers. The Journal of Consumer Marketing, 
15(4), 358-371. 
 249 
 
Agosto, D. E., & Hughes-Hassell, S. (2005). People, places, and questions: An 
investigation of the everyday life information-seeking behaviors of urban young 
adults. Library & information science research, 27(2), 141-163. 
Ajzen, I. (1985). From intentions to actions: A theory of planned behavior (pp. 11-39). 
Springer Berlin Heidelberg. 
Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human 
decision processes, 50(2), 179-211. 
Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and 
review of empirical research. Psychological bulletin, 84(5), 888 
Akca, Y., & Ozer, G. (2014). Diffusion of innovation theory and an implementation on 
enterprise resource planning systems. International Journal of Business and 
Management, 9(4), p92. 
Aldás-Manzano, J., Lassala-Navarré, C., Ruiz-Mafé, C., & Sanz-Blas, S. (2009). The role 
of consumer innovativeness and perceived risk in online banking 
usage. International Journal of Bank Marketing, 27(1), 53-75. 
Al-Gahtani, S. S. (2003). Computer technology adoption in Saudi Arabia: Correlates of 
perceived innovation attributes. Information Technology for Development, 10(1), 57-
69. 
Ali, A., Khan, A. A., Ahmed, I., & Shahzad, W. (2011). Determinants of Pakistani 
consumers’ green purchase behavior: Some insights from a developing country. 
International Journal of Business and Social Science, 2(3), 217-226. 
 250 
 
Al-Jabri, I. M., & Sohail, M. S. (2012). Mobile banking adoption: Application of 
diffusion of innovation theory. Journal of Electronic Commerce Research, 13 (4), 
379-391. 
Albert, H. (1970). Exit, Voice and Loyalty: responses to decline in firms, organizations, 
and states. 
Amidon, D. M. (1997). Innovation strategy for the knowledge economy: the Ken 
Awakening. Routledge. 
Amin, H. (2008). Factors affecting the intentions of consumers in Malaysia to use mobile 
phone credit cards. Management Research News, 31(7), 493-503. 
Amin, H., Muhammad, M. Z., Hamid, M. R. A., & Lada, A. Z. (2008). The adoption of 
mobile banking in Malaysia: The case of Bank Islam Malaysia Berhad (BIMB). 
International Journal of Business and Society, 9(2), 43-53. 
Anckar, B., & D'incau, D. (2002). Value creation in mobile commerce: Findings from a 
consumer survey. Journal of Information Technology Theory and Application 
(JITTA), 4(1), 8. 
Apfelbaum, E. P., Sommers, S. R., & Norton, M. I. (2008). Seeing race and seeming 
racist? Evaluating strategic colorblindness in social interaction. Journal of 
personality and social psychology, 95(4), 918. 
Arnold, M. B. (1960). Emotion and personality. New York, NY: Columbia University 
Press. 
Arnould, E., Price, L., & Zinkhan, G. (2004). Consumers (2nd edition). New York: 
McGrawHill/ Irwin. 
 251 
 
Arts, J. W., Frambach, R. T., & Bijmolt, T. H. (2011). Generalizations on consumer 
innovation adoption: A meta-analysis on drivers of intention and behavior. 
International Journal of Research in Marketing, 28(2), 134-144. 
Asch, S. E. (1951). Effects of group pressure upon the modification and distortion of 
judgments. Groups, Leadership, and Men. S, 222-236. 
Asohan, A., 2012. Made in Malaysia android phone for under RM500 [Online]. 
Retrieved from http://www.themalaysianinsider.com/tech/article/made-in-malaysia-
android-phone-for-under-rm500. 
Assink, M. (2006). Inhibitors of disruptive innovation capability: a conceptual 
model. European Journal of Innovation Management, 9(2), 215-233. 
Atkin, T., Garcia, R., & Lockshin, L. (2006). A multinational study of the diffusion of a 
discontinuous innovation. Australasian Marketing Journal, 14(2), 17-33. 
Au, A. K., & Enderwick, P. (2000). A cognitive model on attitude towards technology 
adoption. Journal of Managerial Psychology, 15(4), 266–282. 
Aylott, R., & Mitchell, V. W. (1999). An exploratory study of grocery shopping stressors. 
British Food Journal, 101(9), 683-700. 
Azmi, C. A., & Bee, N. L. (2010). The Acceptance of the e-Filing System by Malaysian 
Taxpayers: A Simplified Model. Electronic Journal of e-Government, 8 (1), 13-22. 
Babar, A. (2014, September 10). Dharnas strike at tenuous 
democracy. Www.dailytimes.com.pk/. Punjab. 
Bagozzi, Richard P. and Kyu-Hyun Lee (1999), “Consumer Resistance to, and 
Acceptance of, Innovations,” Advances in Consumer Research, 26, 218 – 225. 
 252 
 
Bakon, K. A., & Hassan, Z. (2013). Perceived Value of Smartphone and its Impact on 
Deviant Behaviour: An Investigation on Higher Education Students in Malaysia. 
Available at SSRN 2349457. 
Balachandra, R., & Friar, J. H. (1997). Factors for success in R&D projects and new 
product innovation: a contextual framework. Engineering Management, IEEE 
Transactions on, 44(3), 276-287. 
Balasubramanian, S., Peterson, R. A., & Jarvenpaa, S. L. (2002). Exploring the 
implications of m-commerce for markets and marketing. Journal of the academy of 
Marketing Science, 30(4), 348-361. 
Bandura, A. (1977). Self-efficacy: toward a unifying theory of behavioral 
change.Psychological review, 84(2), 191. 
Bandura, A. (1982). Self-efficacy mechanism in human agency. American 
psychologist, 37(2), 122. 
Bandura, A. (1982). The assessment and predictive generality of self-percepts of efficacy. 
Journal of behavior therapy and experimental psychiatry, 13(3), 195-199. 
Barczak, G., Ellen, P. S., & Pilling, B. K. (1997). Developing typologies of consumer 
motives for use of technologically based banking services. Journal of business 
research, 38(2), 131-139. 
Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction in 
social psychological research: Conceptual, strategic, and statistical considerations. 
Journal of personality and social psychology, 51(6), 1173. 
 253 
 
Barczak, G., Ellen, P. S., & Pilling, B. K. (1997). Developing typologies of consumer 
motives for use of technologically based banking services. Journal of business 
research, 38(2), 131-139. 
Baregheh, A., Rowley, J., & Sambrook, S. (2009). Towards a multidisciplinary definition 
of innovation. Management decision, 47(8), 1323-1339. 
Barnes, S. J. (2002). Wireless digital advertising: nature and implications. International 
journal of advertising, 21(3), 399-420. 
Barsky, J., & Nash, L. (2002). Evoking emotion; affective keys to hotel loyalty. Cornell 
Hotel and Restaurant Administration Quarterly, 43(1), 39-46. 
Batkovic, I., & Batkovic, R. (2015). Understanding consumer acceptance of mobile-
retail. An empirical analysis of the revised technology acceptance model. 
Bauer, R. A. (1960). Consumer behavior as risk taking. Dynamic marketing for a 
changing world, 398. 
Bauer, R.A. (1967), “Consumer behaviour as risk taking”, in Cox, D.F. (Ed.), Risk 
Taking and Information Handling in Consumer Behavior, Graduate School of 
Business Administration, Harvard University, Boston, MA, pp. 23-33 
Baumgartner, H., & Steenkamp, J.-B. E. M. (1996). Exploratory consumer buying 
behavior: Conceptualization and measurement. International Journal of Research in 
Marketing, 13(2), 121-137. 
Becker, S. W., & Whisler, T. L. (1967). The innovative organization: a selective view of 
current theory and research. Journal of Business, 462-469. 
 254 
 
Belkhamza, Z., & Syed Azizi, W. (2009). The Effect of Perceived Risk on the Intention 
to Use E- commerce: The Case of Algeria. Journal of Internet Banking and 
Commerce, 14 (1), 1- 10. 
Benedetti, A. A., Diefendorff, J. M., Gabriel, A. S., & Chandler, M. M. (2015). The 
effects of intrinsic and extrinsic sources of motivation on well-being depend on time 
of day: The moderating effects of workday accumulation. Journal of Vocational 
Behavior, 88, 38-46. 
Berger, J., & Heath, C. (2007). Where consumers diverge from others: Identity signaling 
and product domains. Journal of Consumer Research, 34(2), 121-134. 
Berggren, J. (2012). Green Consumer Behavior & Green Lifestyle Development. CMC 
200: Researching Media & Culture. 
Bhatnagar, A., Misra, S. and Rao, H. R., (2000). On Risk, Convenience, and Internet 
Shopping Behavior. Communications of the ACM. 43(11), 98-105 
Bhattacherjee, A. (2000). Acceptance of e-commerce services: the case of electronic 
brokerages. Systems, Man and Cybernetics, Part A: Systems and Humans, IEEE 
Transactions on, 30(4), 411-420. 
Bhattacherjee, A. (2002). Individual trust in online firms: Scale development and initial 
test. Journal of management information systems, 19(1), 211-242. 
Bickart, B., & Schindler, R. M. (2001). Internet forums as influential sources of 
consumer information. Journal of interactive marketing, 15(3), 31-40. 
Birkinshaw, J., Hamel, G., & Mol, M. J. (2008). Management innovation.Academy of 
management Review, 33(4), 825-845. 
 255 
 
Blackler, F., & Brown, C. (1985). Evaluation and the impact of information technologies 
on people in organizations. Human Relations, 38(3), 213-231. 
Bødker, M., Gimpel, G., & Hedman, J. (2012). The user experience of smart phones: a 
consumption values approach. 18th global mobility roundtable, GMR. 
Boomsma, A. (1983). On the robustness of LISREL (maximum likelihood estimation) 
against small sample size and non-normality (Doctoral dissertation, University of 
Groningen). 
Boone, L.E., (1970). The Search for the Consumer Innovators. Journal of Business, 
43(4), 135-140 
Boxal, A. (2015, June 3). The number of smartphone users in the world is expected to 
reach a giant 6.1 billion by 2020. Retrieved from 
http://www.digitaltrends.com/mobile/smartphone-users-number-6-1-billion-by-
2020/#ixzz3y3mWKtFo  
Bougie, R., Pieters, R., & Zeelenberg, M. (2003). Angry consumers don't come back, 
they get back: the experience and behavioral implications of anger and 
dissatisfaction in services. Journal of the Academy of Marketing Science, 31(4), 377-
393. 
Bradley, L., & Stewart, K. (2002). A Delphi study of the drivers and inhibitors of Internet 
banking. International Journal of Bank Marketing, 20(6), 250-260. 
Brahim, S. B. (2015). Typology of Resistance to e Banking Adoption by Tunisian. 
Journal of Electronic Banking Systems, 2015, 1. 
Brehm, J. W. (1966). A theory of psychological reactance. 
 256 
 
Brehm, S. S., & Brehm, J. W. (2013). Psychological reactance: A theory of freedom and 
control. Academic Press. 
Brehm, Sharon S. and Jack W. Brehm (1981). Psychological Reactance: A Theory of 
Freedom and Control. New York: Academic Press. 
Briley, D. A., & Williams, J. D. (1998). Emotive and cognitive effects of culture. Asia 
Pacific Advances in Consumer Research, 3, 26-29. 
Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of cross-
cultural psychology, 1(3), 185-216. 
Brod, C. (1982). Managing technostress: Optimizing the use of computer 
technology. Personnel Journal. 1(3,) 171-176 
Brown, I., Cajee, Z., Davies, D., & Stroebel, S. (2003). Cell phone banking: predictors of 
adoption in South Africa—an exploratory study. International journal of information 
management, 23(5), 381-394. 
Brown, T. A. (2006). Confirmatory Factor Analysis for Applied Research. New York: 
Guilford Press. 
Brunsø, K., Scholderer, J., & Grunert, K. G. (2004). Closing the gap between values and 
behavior—a means–end theory of lifestyle. Journal of business research, 57(6), 665-
670. 
Bryman, A. (2001). Research Methods and Organization Studies, London, Unwin Hyman 
Ltd. 
Bryman, A. (2012). Social research methods. Oxford university press. 
Bunce, D., & West, M. A. (1995). Self-perceptions and perceptions of group climate as 
predictors of individual innovation at work. Applied Psychology, 44(3), 199-215. 
 257 
 
Burgess, S. M. (1992). Personal values and consumer research: An historical perspective. 
Research in marketing, 11(1), 35-79. 
Burns, A. C., & Bush, R. F. (2003). Marketing research: Online research applications. 
Prentice Hall. 
Buuligedcu, B., Hollanders, H., & Seebi, T. (2012). Analysis of Innovation Drivers and 
Barriers Economic and Market Intelligence on Innovation Social attitudes to 
innovation and entrepreneurship. European Commission, Enterprise and Industry, 
1–176. 
Canalys (2011). Retrieved February 1, 2011, retrieved from Canalys, Press releases, 
http://www.canalys.com/pr/2011/r2011013.html 
Carter, R. E., & Curry, D. J. (2013). Perceptions versus performance when managing 
extensions: new evidence about the role of fit between a parent brand and an 
extension. Journal of the Academy of Marketing Science, 41(2), 253-269. 
Cassill, N. L., Thomas, J. B., & Bailey, E. M. (1997). Consumers' definitions of apparel 
value: an investigation of department store shoppers. Journal of Fashion Marketing 
and Management, 1(4), 308-321. 
Castells, M., Fernandez-Ardevol, M., Qiu, J. L., & Sey, A. (2009). Mobile 
communication and society: A global perspective. Mit Press. 
Chan, H., & Cui, S. (2011). The contrasting effects of negative word of mouth in the 
post-consumption stage. Journal of Consumer Psychology, 21(3), 324-337. 
Chang, Y. F., & Chen, C. S. (2005). Smart phone—the choice of client platform for 
mobile commerce. Computer Standards & Interfaces, 27(4), 329-336. 
 258 
 
Chao, C. W., Reid, M., & Mavondo, F. T. (2012). Consumer innovativeness influence on 
really new product adoption. Australasian Marketing Journal (AMJ), 20(3), 211-
217. 
Chemingui, H., & Ben lallouna, H. (2013). Resistance, motivations, trust and intention to 
use mobile financial services. International Journal of Bank Marketing, 31(7), 574-
592. 
Cheung, W., Chang, M. K., & Lai, V. S. (2000). Prediction of Internet and World Wide 
Web usage at work: a test of an extended Triandis model.Decision Support 
Systems, 30(1), 83-100. 
Callaghan, W., Wilson, B., Ringle, C. M., & Henseler, J. (2007). Exploring Causal Path 
Directionality for a Marketing Model: Using Cohen’s Path Method. 
Chen, C. C., Greene, P. G., & Crick, A. (1998). Does entrepreneurial self-efficacy 
distinguish entrepreneurs from managers?. Journal of business venturing, 13(4), 
295-316. 
Chen, L. D. (2008). A model of consumer acceptance of mobile payment.International 
Journal of Mobile Communications, 6(1), 32-52. 
Chen, L. D., Gillenson, M. L., & Sherrell, D. L. (2004). Consumer acceptance of virtual 
stores: a theoretical model and critical success factors for virtual stores. ACM 
SIGMIS Database, 35(2), 8-31. 
Chen, Q. (2012). Measuring Consumer Resistance to Innovation in Meat Packaging-
Evidence from Choice Experiments (Doctoral dissertation, University of Alberta). 
 259 
 
Chen, Q. (2012). Measuring Consumer Resistance to Innovation in Meat Packaging: 
Evidence from Choice Experiments, Master Thesis, Department of Resource 
Economics and Environmental Sociology, University of Alberta, Ottawa, Canada. 
Cheng, S. Joon Lee, S. and Rak Lee, K. (2014). User Resistance of Mobile Banking in 
China: Focus on Perceived Risk. International Journal of Security and Its 
Applications, 8(2), 167-172. 
Chernev, A. (2004). Goal orientation and consumer preference for the status quo. Journal 
of Consumer Research, 31(3), 557-565. 
Cherry, J., & Fraedrich, J. (2002). Perceived risk, moral philosophy and marketing ethics: 
mediating influences on sales managers' ethical decision-making. Journal of 
Business research, 55(12), 951-962. 
Chin, W. W. (1998). The partial least squares approach to structural equation modeling. 
Modern methods for business research, 295(2), 295-336. 
Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A partial least squares latent 
variable modeling approach for measuring interaction effects: Results from a Monte 
Carlo simulation study and an electronic-mail emotion/adoption study. Information 
systems research, 14(2), 189-217. 
Chitturi, R., Raghunathan, R., & Mahajan, V. (2008). Delight by design: the role of 
hedonic versus utilitarian benefits. Journal of Marketing, 72(3), 48-63. 
Cho, S. D., & Chang, D. R. (2008). Salesperson's innovation resistance and job 
satisfaction in intra-organizational diffusion of sales force automation technologies: 
the case of South Korea. Industrial Marketing Management, 37(7), 841-847. 
 260 
 
Chomeya, R. (2010). Quality of psychology test between Likert scale 5 and 6 
points. Journal of Social Sciences, 6(3), 399-403. 
Chong, W. H., Klassen, R. M., Huan, V. S., Wong, I., & Kates, A. D. (2010). The 
relationships among school types, teacher efficacy beliefs, and academic climate: 
Perspective from Asian middle schools. The Journal of Educational Research, 
103(3), 183-190. 
Choraria, S., & Sardana, J. (2013). Customer emotions in strengthening relationship with 
service provider. European Journal of Business and Management, 5(16), 97-104. 
Chung, D.And Chun, S.G. (2011). An exploratory study on determining factors for the 
Smartphone selection decisions. Issues in Information Systems, 12(1), pp.291-300.  
Churchill, G. A. (1999). Marketing Research: Methodological Foundations. The Dryden 
Press series in marketing (7th ed.). Dryden Press. 
Churchill, G. A., & Iacobucci, D. (2004). Marketing research: Methodological 
foundations Thomson Corporation. South Western, Ohio. 
Churchill, G. A., & Iacobucci, D. (2010). Marketing research: methodological 
foundations. 
Cialdini, R. B., & Goldstein, N. J. (2004). Social influence: Compliance and conformity. 
Annu. Rev. Psychol., 55, 591-621. 
Cialdini, R. B., Reno, R. R., & Kallgren, C. A. (1990). A focus theory of normative 
conduct: recycling the concept of norms to reduce littering in public places. Journal 
of personality and social psychology, 58(6), 1015. 
 261 
 
Cisco Visual Networking Index (2010). Retrieved January 16, 2011, from Cisco, 
http://www.cisco.com/en/US/solutions/collateral/ns341/ns525/ns537/ns705/ns827/w
hite_paper_c11-520862.html 
Citrin, A. V., Sprott, D. E., Silverman, S. N., & Stem, D. E. (2000). Adoption of Internet 
shopping: the role of consumer innovativeness. Industrial Management Data 
Systems, 100(7), 294–300.  
Claudy, M. A. R. Í. U. S. (2011). An empirical investigation of consumer resistance to 
green product innovation (Doctoral dissertation, Doctoral thesis, Dublin Institute of 
Technology, Dublin). 
Claudy, M., O'Driscoll, A., Garcia, R., & Mullen, M. (2010). Consumer resistance to 
green innovations: developing a new scale and an underlying framework. 
 Claudy, M.C., Garcia, R and O’Driscoll, R. (2014) Consumer resistance to innovation—
a behavioral reasoning perspective, Journal of the Academy of Marketing Science 1-
17. 
CLN (2010).Smartphone market. Retrieved from http://www.cln-
online.org/index.php?option=com-content&view=articleid=1341:Smartphone 
market&catid=38:research&itemid=100 (Accessed at March 14th, 2012).  
CNET Reviews (2009). CNET Smartphone reviews. Retrieved on 10 March 2009 from 
http://reviews.cnet.com/smartphone-reviews/ 
Cohen, J. (1988). Statistical power analysis for the behavioural sciences. 
Collis, J., Hussey, R., Crowther, D., Lancaster, G., Saunders, M., Lewis, P. & Robson, C. 
(2003). Business research methods. 
 262 
 
Conger, J.A. (1998). The necessary art of persuasion. Harvard Business Review, 76(3), 
84-95. 
Carayannis, E. G., Clark, S. C., & Valvi, D. E. (2013). Smartphone affordance: achieving 
better business through innovation. Journal of the Knowledge Economy, 4(4), 444-
472.  
Compeau, D. R., & Higgins, C. A. (1995). Computer self-efficacy: Development of a 
measure and initial test. MIS quarterly, 189-211. 
Compeau, D., Higgins, C. A., & Huff, S. (1999). Social cognitive theory and individual 
reactions to computing technology: A longitudinal study. MIS quarterly, 145-158. 
ComScore (2010). (January 15, 2011), ComScore, Press release, Retrieved from 
http://www.comscore.com/Press_Events/Press_Releases/2010/3/UK_Leads_Europea
n_Countries_in_Smartphone_Adoption_with_70_Growth_in_Past_12_Months 
Conchar, M. P., Zinkhan, G. M., Peters, C., & Olavarrieta, S. (2004). An Integrated 
Framework for the Conceptualization of Consumers‟ Perceived-Risk Processing. 
Journal of the Academy of Marketing Science, 32 (4), 418-436. 
Constantiou, I. D., Damsgaard, J., & Knutsen, L. (2006). Exploring perceptions and use 
of mobile services: user differences in an advancing market. International Journal of 
Mobile Communications, 4(3), 231-247. 
Cooper, D. R., Schindler, P. S., & Sun, J. (2006). Business research methods (Vol. 9). 
New York: McGraw-hill. 
Cooper, R. B., & Zmud, R. W. (1990). Information technology implementation research: 
a technological diffusion approach. Management science, 36(2), 123-139. 
 263 
 
Cooper-Hakim, A., & Viswesvaran, C. (2005). The construct of work commitment: 
testing an integrative framework. Psychological Bulletin, 131(2), 241–259.  
Cornescu, V., & Adam, C. R. (2013). The Consumer Resistance Behavior towards 
Innovation. Procedia Economics and Finance, 6, 457-465. 
Cox, D. F., & Rich, S. U. (1964). Perceived risk and consumer decision-making: The 
case of telephone shopping. Journal of marketing research, 32-39. 
Crawford, C. M. (1983). New products management (Homewood, IL, Richard D. Irwin). 
Inc., University of Michigan. 
Crespo, A. H., del Bosque, I. R., & de los Salmones Sanchez, M. G. (2009). The 
influence of perceived risk on Internet shopping behavior: a multidimensional 
perspective. Journal of Risk Research, 12(2), 259-277. 
Creswell, J. W. (2013). Research design: Qualitative, quantitative, and mixed methods 
approaches. Sage publications. 
Creswell, J. W., Plano Clark, V. L., Gutmann, M. L., & Hanson, W. E. (2003). Advanced 
mixed methods research designs. Handbook of mixed methods in social and 
behavioral research, 209-240. 
Crisp, C. B., Jarvenpaa, S. L., & Todd, P. A. (1997). Individual differences and internet 
shopping attitudes and intentions. Graduate School of Business Working Paper, 
University of Texas. 
Cronin, J.J. Jr, Brady, M.K. and Hult, G.T.M. (2000), “Assessing the effects of quality, 
value, and customer satisfaction on consumer behavioral intentions in service 
environments”, Journal of Retailing, 76(2), pp. 193-218. 
 264 
 
Crossan, M. M., & Apaydin, M. (2010). A multi‐dimensional framework of 
organizational innovation: A systematic review of the literature. Journal of 
management studies, 47(6), 1154-1191. 
Crothers, B. (2011). Apple, Samsung top JD Power satisfaction survey. 
Dahlin, K. B., & Behrens, D. M. (2005). When is an invention really radical?: Defining 
and measuring technological radicalness. Research Policy, 34(5), 717-737. 
Dalli, D., Gistri, G., & Romani, S. (2005). Brand dislike: evidence from qualitative 
research and scale development, Rejuvenating marketing: contamination, innovation, 
integration. In 34th  Annual Conference of the European Marketing Academy (pp. 1-
5). 
Dasgupta, S. I. D. D. H. A. R. T. H. A., Paul, R. I. K., & Fuloria, S. A. N. J. A. Y. (2011). 
Factors affecting behavioral intentions towards mobile banking usage: Empirical 
evidence from India. Romanian Journal of Marketing, 3(1), 6-28 
Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 
information technology. MIS quarterly, 319-340. 
Davis, F. D., & Venkatesh, V. (1996). A critical assessment of potential measurement 
biases in the technology acceptance model: three experiments.International Journal 
of Human-Computer Studies, 45(1), 19-45. 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer 
technology: a comparison of two theoretical models. Management science, 35(8), 
982-1003. 
 265 
 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation 
to use computers in the workplace1. Journal of applied social psychology, 22(14), 
1111-1132. 
Davis, L. E. and North, D. C. (1971). Systematic changes and growth of America 
economy. London. Cambridge University Press 
De Cannière, M. H., De Pelsmacker, P., & Geuens, M. (2009). Relationship quality and 
the theory of planned behavior models of behavioral intentions and purchase 
behavior. Journal of Business Research, 62(1), 82-92.   
De Silva, H., Ratnadiwakara, D., & Zainudeen, A. (2009). Social influence in mobile 
phone adoption: Evidence from the bottom of pyramid in emerging Asia. Available 
at SSRN 1564091. 
DeBaillon, L., & Rockwell, P. (2005). Gender and student-status differences in cellular 
telephone use. International Journal of Mobile Communications, 3 (1), 82-98. 
Deci, E.L., & Ryan, R.M. (1985). Intrinsic motivation and self-determination in human 
behavior. New York: Plenum Press. 
Della, L. J., DeJoy, D. M., & Lance, C. E. (2008). Promoting fruit and vegetable 
consumption in different lifestyle groups: recommendations for program 
development based on behavioral research and consumer media data. Health 
marketing quarterly, 25(1-2), 66-96. 
Dempster, A. P., Laird, N. M., & Rubin, D. B. (1977). Maximum likelihood from 
incomplete data via the EM algorithm. Journal of the Royal Statistical Society, 
Series B, 39(1), 1–38.  
 266 
 
Devís-Devís, J., Peiró-Velert, C., Beltrán-Carrillo, V. J., & Tomás, J. M. (2009). Screen 
media time usage of 12–16 year-old Spanish school adolescents: effects of personal 
and socioeconomic factors, season and type of day. Journal of adolescence, 32(2), 
213-231. 
Dhebar, A.  (1996). Speeding high-tech producer, meeting the balking customer. Sloan 
Management Review, 37(2), 37–49 
Dhebar, A. (1996). Speeding high-tech producer, meeting the balking customer. Sloan 
Management Review, 37(2), 37–49. 
Dholakia, U. M. (2001). A motivational process model of product involvement and 
consumer risk perception. European Journal of marketing, 35(11/12), 1340-1362. 
Dickerson, M. D., & Gentry, J. W. (1983). Characteristics of adopters and non-adopters 
of home computers. Journal of Consumer research, 10(2), 225. 
Diefendorff, J. M., & Chandler, M. M. (2010). Motivating Employees. In S. Zedeck  
(Ed.), Handbook of Industrial and Organizational Psychology. Washington, DC: 
American Psychological Association.  
Diener, E., Smith, H., & Fujita, F. (1995). The personality structure of affect. Journal of 
personality and social psychology, 69(1), 130. 
DigitalBuzz., 2011. Infographic: Mobile statistics, stats & facts 2011. (online). Available 
from http://www.digitalbuzzblog.com/2011-mobile-statistics-stats-facts-marketing-
infographic/. 
Ding, H. T., Suet, F. L., Tanusina, S. P., Ca, G. L., & Gay, C. K. (2011). Dependency on 
smartphone and the impact on purchase behaviour. Young consumers: Insight and 
Ideas for Responsible Marketers, 12(3), 193-203. 
 267 
 
Ding, L., Velicer, W. F., & Harlow, L. L. (1995). Effects of estimation methods, number 
of indicators per factor, and improper solutions on structural equation modeling fit 
indices. Structural Equation Modeling, 2 (2), 119-143. 
Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store 
information on buyers' product evaluations. Journal of Marketing Research (JMR),  
Dowling, G. R., & Staelin, R. (1994). A model of perceived risk and intended risk-
handling activity. Journal of consumer research, 119-134. 
Drozdenko, R., Jensen, M., and Coelho, D., 2011, Pricing of Green Products: Premiums 
Paid, Consumer Characteristics and Incentives. International Journal of Business, 
Marketing, and Decision Sciences, 4(1), 106-116. 
Du Plessis, M. (2007). The role of knowledge management in innovation.Journal of 
knowledge management, 11(4), 20-29. 
Duarte, P. A. O., & Raposo, M. L. B. (2010). A PLS model to study brand preference: An 
application to the mobile phone market. In Handbook of partial least squares (pp. 
449-485). Springer Berlin Heidelberg. 
Dunphy, S., & Herbig, P. A. (1995). Acceptance of innovations: the customer is the 
key!. The Journal of High Technology Management Research, 6(2), 193-209. 
Dutta, S., & Lanvin, B. (Eds.). (2013). The Global Innovation Index 2013: The Local 
Dynamics of Innovation. 
Dzogbenuku, R. K. (2013). Banking Innovation in Ghana: Insight of Students’ Adoption 
and Doffusion. Journal of Internet Banking and Commerce, 18 (3), 1-20. 28(3). 
Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Harcourt Brace 
Jovanovich College Publishers. 
 268 
 
Economyfi, (2014). Mobile phone Industry of Pakistan 2014. Retrieved from 
http://www.economyfi.com/mobile-phone-industry-of-pakistan/ 
Edbring, E. G., Lehner, M., & Mont, O. (2015). Exploring consumer attitudes to 
alternative models of consumption: motivations and barriers. Journal of Cleaner 
Production. 
Edquist, C. 2001. Innovation policy – a systemic approach. In The globalizing learning 
economy. D. Archibugi and B.-A. Lundvall, eds. Oxford: Oxford University Press.  
Elbadrawy, R., & Aziz, R. A. (2011). RESISTANCE TO MOBILE BANKING 
ADOPTION IN.  
Ellen, P. S., Bearden, W. O., & Sharma, S. (1991). Resistance to technological 
innovations: an examination of the role of self-efficacy and performance satisfaction. 
Journal of the academy of marketing science, 19(4), 297-307. 
Erasmus, E., Rothmann, S., & Van Eeden, C. (2015). A structural model of technology 
acceptance: original research. SA Journal of Industrial Psychology, 41(1), 1-12.  
Erickson, G. M., & Johansson, J. K. (1985). The role of price in multi-attribute product 
evaluations. Journal of Consumer Research, 195-199. 
Ernest, C.D.R., B. Moshin and Y.N. Chung, (2010). The influence of role models on 
young adults purchase, Faculty of Economics and Business University Malaysia 
Sarawak. pp: 70-81. 
Enders, C. K. (2010). Applied missing data analysis. Guilford Publications. 
Esposito Vinzi, V., & Russolillo, G. (2010). Partial least squares path modeling and 
regression. Wiley interdisciplinary reviews: computational statistics. New York: 
Wiley. 
 269 
 
Fain, D., & Roberts, M. L. (1997). Technology vs. consumer behavior: the battle for the 
financial services customer. Journal of Interactive Marketing, 11(1), 44-54. 
Fang, X., Chan, S., Brzezinski, J., & Xu, S. (2005). Moderating effects of task type on 
wireless technology acceptance. Journal of Management Information Systems, 22(3), 
123-157. 
Fang, X., Chan, S., Brzezinski, J., & Xu, S. (2006). Moderating effects of task type on 
wireless technology acceptance. Journal of Management Information Systems, 22(3), 
123-157. 
Farzana, W. (2012). Consumers’ psychological factors association with brand equity of 
high-involvement product: Case of laptop. World, 2(5). 
Featherman, M. S., & Pavlou, P. A. (2003). Predicting e-services adoption: a perceived 
risk facets perspective. International journal of human-computer studies, 59(4), 451-
474. 
Ferya, I. (2014, June 20). Of dharnas and strikes: PM Nawaz asks opposition parties to 
act maturely. Tribune Nesws Paper. Punjab. Retrieved 
from http://tribune.com.pk/story/724543/of-dharnas-and-strikes-pm-nawaz-asks-
opposition-parties-to-act-maturely/ 
Fisher, R. J., & Price, L. L. (1992). An investigation into the social context of early 
adoption behavior. Journal of Consumer Research, 477-486. 
Fliegel, F. C., & Kivlin, J. E. (1966). Attributes of innovations as factors in diffusion. 
American Journal of Sociology, 235-248. 
Fornell, C., & Cha, J. (1994). Partial least squares. Advanced methods of marketing 
research, 407, 52-78. 
 270 
 
Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. Journal of Marketing Research, 
18(1), 39-50 
Fowler Jr, F. J. (2013). Survey research methods. Sage publications 
Foxall, G. R. (1988). Consumer innovativeness: novelty-seeking, creativity and cognitive 
style. Department of Marketing, University of Strathclyde. 
Foxwall, G.R. and Goldsmith, R.E. (1988). Consumer innovativeness: creativity, novelty-
seeking, and cognitive style. Research in Consumer Behavior, 3, 79-113. 
Foxwall, G.R. and Haskins, C.G. (1987). Cognitive style and discontinuous consumption: 
the case of healthy eating. Food Marketing, 3(2), 19-32. 
Foxall, G. R. (1995). Cognitive styles of consumer initiators. Technovation, 15(5), 269-
288. 
Frambach, R. T. (1993). An integrated model of organizational adoption and diffusion of 
innovations. European Journal of Marketing, 27(5), 22-41. 
Frambach, R. T., & Schillewaert, N. (1999). Organizational innovation adoption: A 
multi-level framework of determinants and opportunities for future research. ISBM 
report, 29. 
Frambach, Ruud T. and Niels Schillewaert (2002), “Organizational Innovation Adoption. 
A Multi-Level Framework of Determinants and Opportunities for Future Research,” 
Journal of Business Research, 55(2), 163-176. 
Freeman, C., Clark, J., & Soete, L. (1982). Unemployment and Technical Innovation: A 
Study of Long Waves and Economic Development (London: Pinter). 
 271 
 
FreemanUnemployment and Technical Innovation: a Study of Long Waves and 
Economic Development1982. 
Fu, F. Q., & Elliott, M. T. (2013). The moderating effect of perceived product 
innovativeness and product knowledge on new product adoption: an integrated 
model. Journal of Marketing Theory and Practice, 21(3), 257-272. 
Gandal, N. (2002). Compatibility, standardization, and network effects: Some policy 
implications. Oxford Review of Economic Policy, 18(1), 80-91. 
Ganiere, P., Chern, W., Hahn, D., & Chiang, F. S. (2004). Consumer attitudes towards 
genetically modified foods in emerging markets: The impact of labeling in Taiwan. 
International Food and Agribusiness Management Review, 7(3), 1-20. 
Garcia, R., & Calantone, R. (2002). A critical look at technological innovation typology 
and innovativeness terminology: a literature review. Journal of product innovation 
management, 19(2), 110-132. 
Garcia, R., Bardhi, F., & Friedrich, C. (2007). Overcoming consumer resistance to 
innovation. MIT Sloan management review, 48(4), 82. 
Gartner (2011). Press Releases: Gartner survey shows U.S. consumers more likely to 
purchaseSmartphone than other consumer devices in 2011. Retrieved from 
http://www.gartner.com/it/page.jsp?id=1550814 
Gatignon , H., & Robertson, T. S. (1989). Technology diffusion: an empirical test of 
competitive effects. The Journal of Marketing, 35-49. 
Gatignon, H. ET Robertson TS (1991), Innovative decision processes. Handbook of 
Consumer Behavior, TS Robertson et HH Kassarjian eds., Prentice Hall, Enelewood 
Cliffs, NJ, 316-348. 
 272 
 
Gatignon, H., & Robertson, T. S. (1985). A propositional inventory for new diffusion 
research. Journal of consumer research, 849-867. 
Gauthier, C. (2010). From Consumer Resistance to Stakeholder Resistance The case of 
nanotechnology (No. hal-00521610). HAL.  
Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in Online Shopping: 
An Integrated Model. MiS Quarterly, 27(1), 51–90.  
George, D. (2003). SPSS for windows step by step: A simple study guide and reference, 
17.0 update, 10/e. Pearson Education India. 
Gerber, A. S., Green, D. P., & Larimer, C. W. (2008). Social pressure and voter turnout: 
Evidence from a large-scale field experiment. American Political Science Review, 
102(01), 33-48. 
Ghauri, P., &Grǿnhaug, K. (2005). Research Methods in Business Studies: A Practical 
Guide (3rd ed.). Essex, England: Pearson Education Ltd. 
Gimpel, G. (2011). Value-driven Adoption and Consumption of Technology: 
Understanding Technology Decision Making. Copenhagen Business 
SchoolCopenhagen Business School, Center for Applied ICT (Ophørt organisation) 
Center for Applied ICT. 
Gist, M. E., & Mitchell, T. R. (1992). Self-efficacy: A theoretical analysis of its 
determinants and malleability. Academy of Management review, 17(2), 183-211. 
Global innovation index, (2013). Retrieved from 
http://www.globalinnovationindex.org/content.aspx?page=GII-Home 
Gold, B. (1981). Technological diffusion in industry: research needs and 
shortcomings. The Journal of Industrial Economics, 247-269. 
 273 
 
Goldenberg, J., Han, S., Lehmann, D. R., & Hong, J. W. (2009). The role of hubs in the 
adoption process. Journal of Marketing, 73(2), 1-13. 
Goldsmith, R. E., & Hofacker, C. F. (1991). Measuring consumer 
innovativeness. Journal of the Academy of Marketing Science, 19(3), 209-221. 
Goldsmith, R. E., Freiden, J. B., & Eastman, J. K. (1995). The generality/specificity issue 
in consumer innovativeness research. Technovation, 15(10), 601-612. 
Goldsmith, R., & Flynn, L. R. (1992). Identifying innovators in consumer product 
markets. European Journal of Marketing, 26(12), 42-55. 
Goldsmith, R.E. and Newell, S.J., (1997). Innovativeness and price sensitivity: 
Managerial, theoretical and methodological issues. Journal of Product and Brand 
Management, 6 (3), 163-174 
Gourville, J. T. (2003). Why consumers don't buy: the psychology of new product 
adoption. Harvard Business School Pub.IBD (2003).  
Gourville, J. T. (2006). Eager SEllers. Stony Buyers, Harvand Business Review, 99-106. 
Gourville, John T. (2005), “The Curse of Innovation: Why Innovative New Products 
Fail,” MSI Reports 05-044. 
Grabner-Kräuter, S., & Faullant, R. (2008). Consumer acceptance of internet banking: the 
influence of internet trust. International Journal of bank marketing, 26(7), 483-504. 
Graversen, E. K., Lauridsen, P. S., & Mortensen, P. S. (2003). Analyseinstitut for 
Forskning. 
Gregan-Paxton, J., & John, D. R. (1997). Consumer learning by analogy: A model of 
internal knowledge transfer. Journal of Consumer Research, 24(3), 266-284. 
 274 
 
Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The effect of store name, brand 
name and price discounts on consumers' evaluations and purchase 
intentions. Journal of retailing, 74(3), 331-352. 
Hair Jr, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multiple 
discriminant analysis. Multivariate data analysis, 178-256. 
Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2013). A primer on partial least 
squares structural equation modeling (PLS-SEM). Sage Publications. 
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. &Tatham, RL (2006). 
Multivariate Data Analysis. NJ: Pearson Prentice Hall. 
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate Data 
Analysis. New Jersey. 
Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least 
squares structural equation modeling (PLS-SEM). Thousand Oaks, CA: Sage 
Publication. 
Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). The use of partial least squares (PLS) to 
address marketing management topics. Journal of Marketing Theory and Practice, 
19(2), 135-138. 
Han, S., Mustonen, P., Seppanen, M., & Kallio, M. (2006). Physicians' acceptance of 
mobile communication technology: an exploratory study.International Journal of 
Mobile Communications, 4(2), 210-230. 
Hansén, S. O., & Wakonen, J. (1997). Innovation, a winning solution? International 
Journal of Technology Management, 13(4), 345-358. 
 275 
 
Harkke, V. (2006). Impacts of physicians' usage of a mobile information 
system. International journal of electronic healthcare, 2(4), 345-361. 
Hauser, J., Tellis, G. J., & Griffin, A. (2006). Research on innovation: A review and 
agenda for marketing science. Marketing science, 25(6), 687-717.  
He Chuanqi. 2000. Agenda of Second Modernization. Beijing: Chinese Economics Press. 
He, C. (1999). The second modernization: inspiration of human civilization 
process. Higher Education, Beijing. 
He, F., & Mykytyn, P. P. (2007). Decision factors for the adoption of an online payment 
system by consumers. International Journal of E-Business Research (IJEBR), 3(4), 
1-32. 
He, Q., Duan, Y., Fu, Z., & Li, D. (2006). An innovation adoption study of online e-
payment in Chinese companies. Journal of Electronic Commerce in Organizations 
(JECO), 4(1), 48-69. 
Heger, N., Cypher, A., & Smith, D. C. (1998). Cocoa at the visual programming 
challenge 1997. Journal of Visual Languages & Computing, 9(2), 151-169. 
Heidenreich, S., & Spieth, P. (2013). Why innovations fail—the case of passive and 
active innovation resistance. International Journal of Innovation Management, 
17(05), 1350021. 
Heiskanen, E., Hyvönen, K., Niva, M., Pantzar, M., Timonen, P., & Varjonen, J. (2007). 
User involvement in radical innovation: are consumers conservative? European 
Journal of Innovation Management, 10(4), 489-509. 
Helmreich, D., & Doriot, P. CFI Group Smartphone Satisfaction Study 2009. CFI Group 
2009. 
 276 
 
Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002). Understanding relationship 
marketing outcomes an integration of relational benefits and relationship quality. 
Journal of service research, 4(3), 230-247. 
Henseler, J., & Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares path 
modeling. Computational Statistics, 28(2), 565–580.  
Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of Partial Least Squares 
Path Modeling in International Marketing. Advances in International Marketing, 20, 
277–319.  
Herbig, Paul A. and Hugh Kramer (1994), The effect of information overload on the 
innovation choice process: Innovation overload. Journal of Consumer Marketing, 11 
(2), 45-54. 
Herrmann, R. O. (1993). The tactics of consumer resistance: group action and 
marketplace exit. Advances in Consumer Research, 20(1), 130-134. 
Herzberg, F., Mausner, B., & Snyderman, B. B. (1959). The Motivation to Work, John 
Wiley & Sons. Inc., New York. 
Higgins, M. C. (2001). Follow the leader? The effects of social influence on employer 
choice. Group & Organization Management, 26(3), 255-282. 
Hill, T., Smith, N. D., & Mann, M. F. (1986). Communicating innovations: Convincing 
computer phobics to adopt innovative technologies. Advances in consumer 
research, 13(1), 419-422. 
Hill, T., Smith, N. D., & Mann, M. F. (1987). Role of efficacy expectations in predicting 
the decision to use advanced technologies: The case of computers. Journal of 
applied psychology, 72(2), 307. 
 277 
 
Hinkin, T. R. (1995). ‘A review of scale development practices in the study of 
organizations’. Journal of Management, 21 (5), 967-989. 
Hirschman, E. C. (1980). Innovativeness, novelty seeking, and consumer creativity. 
Journal of Consumer Research. 
Hirunyawipada, T., & Paswan, A. K. (2006). Consumer innovativeness and perceived 
risk: implications for high technology product adoption. Journal of Consumer 
Marketing, 23(4), 182–198.  
Ho, C. H., & Wu, W. (2011). Role of innovativeness of consumer in relationship between 
perceived attributes of new products and intention to adopt. International Journal of 
Electronic Business Management, 9(3), 258. 
Hoffmann, S., & Soyez, K. (2010). A cognitive model to predict domain-specific 
consumer innovativeness. Journal of Business Research, 63(7), 778-785. 
Holak, S. L., & Lehmann, D. R. (1990). Purchase intentions and the dimensions of 
innovation: an exploratory model. Journal of Product Innovation Management, 7(1), 
59-73. 
Honaker, J., King, G., & Blackwell, M. (2011). AMELIA II : A Program for Missing 
Data. Journal of Statistical Software, 45(7), 1–54.  
Hong, H., Kubik, J. D., & Stein, J. C. (2004). Social interaction and stock‐market 
participation. The journal of finance, 59(1), 137-163. 
Hong, S.H., Tam, K., (2006). Understanding the adoption of multipurpose information 
appliances: The case of mobile data services. Information Systems Research 17 (2), 
162–179. 
Hopkins, D. (2000). After modern art 1945-2000.Oxford Paperbacks. 
 278 
 
Hsu, C. L., & Lu, H. P. (2004). Why do people play online games? An extended TAM  
with social influences and flow experience. Information & Management, 41(3), 853-
868 
Hurt, H. T., Joseph, K., & Cook, C. D. (1977). Scales for the measurement of 
innovativeness. Human Communication Research, 4(1), 58-65. 
Hysong, S. J., & Quinones, M. A. (1997). The relationship between self-efficacy and 
performance: A meta-analysis. In 12th annual conference of the Society for 
Industrial and Organizational Psychology, St. Louis, MO. 
Im, S., Bayus, B. L., & Mason, C. H. (2003). An empirical study of innate consumer 
innovativeness, personal characteristics, and new-product adoption behavior. 
Journal of the Academy of Marketing Science, 31(1), 61-73. 
Im, S., Mason, C. H., & Houston, M. B. (2007). Does innate consumer innovativeness 
relate to new product/service adoption behavior? The intervening role of social 
learning via vicarious innovativeness. Journal of the Academy of Marketing Science, 
35(1), 63–75.  
Iqbal,T. (2013). Mobile phone users cross 123 million mark in Pakistan. Retrieved from 
http://www.ptclworkers.com/news/mobile-phone-users-crosses-123-million-mark-
in-pakistan/ 
Isabella, G., Pozzani, A. I., Chen, V. A., & Gomes, M. B. P. (2012). Influence of discount 
price announcements on consumer's behavior. Revista de Administração de 
Empresas, 52(6), 657-671. 
IST-Africa. (2015). Current ICT Initiatives and projects - Republic of Kenya. Nairobi: 
IST-Africa. 
 279 
 
J.D Power and Associates (2012). Press Release: 2012U.S. wireless Smartphone and 
traditional 
Jacoby, J., & Kaplan, L. B. (1972). The components of perceived risk. Advances in 
consumer research, 3(3), 382-383. 
Jacoby, J., & Olson, J. C. (1977). Consumer response to price: an attitudinal, information 
processing perspective. Moving ahead with attitude research, 39(1), 73-97. 
Jang, D., & Cho, S. (2002).The factors influencing on intra-organizational innovation 
resistance of users and the moderating effects of self-efficacy. Journal of Consumer 
Studies, 13(3), 245-262 
Jang, S. S., & Namkung, Y. (2009). Perceived quality, emotions, and behavioral 
intentions: Application of an extended Mehrabian–Russell model to restaurants. 
Journal of Business Research, 62(4), 451-460. 
Javernpaa, S. L., Tractinsky, N., & Vitae, M. (2000). Consumer trust in an Internet Store. 
Information Technology and Management, 1 (1-2), 45-71. 
Jayawardhena, C., Kuckertz, A., Karjaluoto, H., & Kautonen, T. (2009). Antecedents to 
permission based mobile marketing: An initial examination. European Journal of 
Marketing, 43 (3/4), 473-499. 
Jee Han, Y., Joseph, C. N., & Xavier, D. (2010). Signaling Status with Luxury Goods: 
The Role of Brand Promonence. Journal of Marketing, 74(4). 
Jeong, N., Yoo, Y., & Heo, T. Y. (2009). Moderating effect of personal innovativeness 
on mobile-RFID services: Based on Warshaw's purchase intention 
model. Technological Forecasting and Social Change, 76(1), 154-164. 
 280 
 
Jongepier, J. J. (2011). Young Adopters of Smartphones: Examining Determinants of the 
Adoption Decision. Erasmus University. 
Jos, eph E Hair, J., Hufit, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). Partial least 
squares structural equation modeling (PLS-SEM ). SAGE Publications Ltd. 
Joseph F. Hair, J., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate 
Data Analysis (7th ed.). pearson. Retrieved from http://www.pearsonhighered.com/ 
Junco, R., Merson, D., & Salter, D. W. (2010). The effect of gender, ethnicity, and 
income on college students' use of communication technologies. CyberPsychology, 
Behavior, and Social Networking, 13(6), 619-627. 
Kabadayı, E. T., & Alan, A. K. (2012). Revisit Intention of Consumer Electronics 
Retailers: Effects of Consumers’ Emotion, Technology Orientation and WOM 
Influence. Procedia-Social and Behavioral Sciences, 41, 65-73. 
Kahneman, Daniel and Amos Tversky (1979). Prospect Theory: An analysis of decision 
under risk. Econometrica, 47 (2), 263-291. 
Kamakura, W. A., & Mazzon, J. A. (1991). Value segmentation: A model for the 
measurement of values and value systems. Journal of consumer research, 208-218. 
Kanfer, R., Chen, G., & Pritchard, R. D. (2008). The three C’s of work motivation: 
Content, context, and change. Work motivation: Past, present, and future, 1-16. 
Karjaluoto, H., Leppaniemi, M., & Sinisalo, J. (2005). The role of mobile marketing in 
companies' promotion mix: empirical evidence from Finland. Journal of 
International Business and Economics, 2 (1), 111-116. 
 281 
 
Karjaluoto, H., Mattila, M., & Pento, T. (2002). Factors underlying attitude formation 
towards online banking in Finland. International Journal of Bank Marketing, 20(6), 
261-272. 
Kasmire, J., Korhonen, J. M., & Nikolic, I. 2012. How Radical is a Radical Innovation? 
An Outline for a Computational Approach. Energy Procedia, 20: 346–353. 
Kaya, S., & Argan, M. (2015). An Exploratory Qualitative Study on Mobile Leisure (M-
Leisure): A Case of Mobile Phone Users in Turkey Mobil boş zaman (m-leisure) 
üzerine keşifsel bir nitel araştırma: Türkiye’deki cep telefonu kullanıcıları örneği. 
Keller, Kevin Lane and Richard Staelin (1987), “Effects of Quality and Quantity of 
Information on Decision Effectiveness,” Journal of Consumer Research, 2, 200-213. 
Kelloway, E. K. (1998). Using Lisrel for structural equation modelling. CA: International 
Educational and Professional Publisher: SAGE Publications. 
Kelly, P., & Kranzberg, M. (1978). Technological innovation: A critical review of current 
knowledge. 
Kendrick, J. (2013). Mobile technology: The amazing impact on our lives. Retried from 
http://www.zdnet.com/mobile-technology-the-amazing-impact-on-our-lives-
7000014679/ 
Ketelaar, T., & Clore, G. L. (1997). Emotion and reason: The proximate effects and 
ultimate functions of emotions. Advances in Psychology, 124, 355-396. 
Khan, K. and Hyunwoo, K. (2009). Factors affecting consumer resistance to innovation- 
A study of Smartphones.(Master Thesis) 
Khan, S. (2015, January 31). Smartphone Infiltration in Pakistan. 
http://www.competitiveness.org.pk/2015/01/31/smartphone-infiltration-pakistan/ 
 282 
 
Kim, C., Mirusmonov, M., & Lee, I. (2010). An empirical examination of factors 
influencing the intention to use mobile payment. Computers in Human Behavior, 
26(3), 310-322. 
Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making 
model in electronic commerce: The role of trust, perceived risk, and their 
antecedents. Decision support systems, 44(2), 544-564. 
Kim, K., & Prabhakar, B. (2000, December). Initial trust, perceived risk, and the adoption 
of internet banking. In Proceedings of the twenty first international conference on 
Information systems (pp. 537-543). Association for Information Systems. 
Kim, L. H., Kim, D. J., & Leong, J. K. (2005). The Effect of Perceived Risk on Purchase 
Intention in Purchasing Airline Tickets Online. Journal of Hospitality Marketing & 
Management, 13 (2), 33-53. 
Kim, S., & Garrison, G. (2009). Investigating mobile wireless technology adoption: An 
extension of the technology acceptance model. Information Systems Frontiers, 11(3), 
323-333. 
Kim, S., & Park, H. J. (2011). Effects of social influence on consumers’ volun- tary 
adoption of innovations prompted by others. Journal of Business Research, 
Research, 64(11), 1190 – 1194. 
Kimberly, J. R., & Evanisko, M. J. (1981). Organizational innovation: The influence of 
individual, organizational, and contextual factors on hospital adoption of 
technological and administrative innovations. Academy of management 
journal, 24(4), 689-713. 
 283 
 
Kleijnen, M., De Ruyter, K., & Wetzels, M. (2004). Consumer adoption of wireless 
services: discovering the rules, while playing the game. Journal of Interactive 
Marketing, 18(2), 51-61. 
Kleijnen, M., Lee, N., & Wetzels, M. (2009). An exploration of consumer resistance to 
innovation and its antecedents. Journal of Economic Psychology, 30(3), 344-357. 
Klerck, D., & Sweeney, J. C. (2007). The effect of knowledge types on 
consumer‐perceived risk and adoption of genetically modified foods. Psychology & 
Marketing, 24(2), 171-193. 
Kobie, N. (2014, January 23). Nokia Handset Sales. Retrieved from 
http://www.alphr.com/news/386686/nokia-lumia-handset-sales-by-the-numbers 
Koening-Lewis, N., Palmer, A., & Moll, A. (2010). Predicting young consumers’ take up 
of mobile banking services. International Journal of Banking Marketing, 28(5), 410-
432 
Koivumaki, T., Ristola, A., & Kesti, M. (2006). Predicting consumer acceptance in 
mobile services: empirical evidence from an experimental end user 
environment. International Journal of Mobile Communications, 4(4), 418-435. 
Kolodinsky, J. M., Hogarth, J. M., & Hilgert, M. A. (2004). The adoption of electronic 
banking technologies by US consumers. International Journal of Bank 
Marketing, 22(4), 238-259. 
Kotler and Keller, (2012). Marketing management. (14th Edt)., Pearson Education. 
Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson Education. 
Kouzes, J. M., & Posner, B. Z. (2003). The Leadership Practices Inventory (LPI): 
Participant's Workbook (Vol. 47). John Wiley & Sons. 
 284 
 
Kozinets, Robert V. and Jay Handelman (1998), “Ensouling Consumption: A 
Netnographic of the Meaning of Boycotting Behavior,” Advances in Consumer 
Research, 25(1), 475-480 
Kuisma, T., Laukkanen, T., & Hiltunen, M. (2007). Mapping the reasons for resistance to 
Internet banking: A means-end approach. International Journal of Information 
Management, 27(2), 75-85. 
Kumar, V., Pozza, I. D., & Ganesh, J. (2013). Revisiting the satisfaction–loyalty 
relationship: empirical generalizations and directions for future research. Journal of 
Retailing, 89(3), 246-262. 
Kunz, W., Schmitt, B., & Meyer, A. (2011). How does perceived firm innovativeness 
affect the consumer? Journal of Business Research, 64(8), 816–822.  
Kurtz, L. D., HF MacKenzie, & Snow, K. (2009). Rate of Adoption Determinants, 
Relative Advantage. Contemporary Marketing. Cengage Learning. 
Labay, Duncan G. and Thomas C. Kinnear (1981), “Exploring the Consumer Decision 
Process in the Adoption of Solar Energy Systems,” Journal of Consumer Research, 
8 (3), 271-278. 
Lange, F. A. (1925). The History of Materialism. New York: Harcourt, Brace, & Co. 
Lapointe, L., Lamothe, L., & Fortin, J. P. (2002, January). The dynamics of IT adoption 
in a major change process in healthcare delivery. In System Sciences, 2002. HICSS. 
Proceedings of the 35th Annual Hawaii International Conference on (pp. 1946-
1954). IEEE. 
 285 
 
Lassar, W. M., Manolis, C., & Lassar, S. S. (2005). The relationship between consumer 
innovativeness, personal characteristics, and online banking adoption. International 
Journal of Bank Marketing, 23(2), 176-199. 
Laukkanen, P., Sinkkonen, S., & Laukkanen, T. (2008). Consumer resistance to internet 
banking: postponers, opponents and rejectors. International Journal of Bank 
Marketing, 26(6), 440-455. 
Laukkanen, T., Sinkkonen, S., Kivijärvi, M., & Laukkanen, P. (2007). Innovation 
resistance among mature consumers. Journal of Consumer Marketing, 24(7), 419-
427. 
Laurence, T. (2014). Assessment of factors influencing university student’s adoption of 
Smartphone. (Doctoral Thesis).  
Lay-Yee, K. L., Kok-Siew, H., & Yin-Fah, B. C. (2013). Factors affecting smartphone 
purchase decision among Malaysian generation Y. International Journal of Asian 
Social Science, 3(12), 2426-2440. 
Lazarus, R. S. (1966). Psychological stress and the coping process. New York, NY: 
McGraw-Hill. 
Lee, & Yu. (1994). A Study on the Innovation Resistance of Consumers in Adoption 
Process of New Product - Concentrated on Innovation Resistance Model.  Korean 
Management Review, 23(3): 217-249 
Lee, M. K., Cheung, C. M., & Chen, Z. (2007). Understanding user acceptance of 
multimedia messaging services: An empirical study. Journal of the American Society 
for Information Science and Technology, 58(13), 2066-2077. 
 286 
 
Lee, Y.-H., Hsieh, Y.-C., & Hsu, C.-N. (2011). Adding Innovation Diffusion Theory to 
the Technology Acceptance Model: Supporting Employees’ Intentions to use E- 
Learning Systems. Educational Technology & Society , 14 (4), 124–137. 
Lefkoff-Hagius, R., & Mason, C. H. (1993). Characteristic, beneficial, and image 
attributes in consumer judgments of similarity and preference. Journal of Consumer 
Research, 20(1), 100-110. 
Lei, P. W., & Wu, Q. (2007). Introduction to structural equation modeling: Issues and 
practical considerations. Educational Measurement: Issues and Practice, 26(3), 33-
43. 
Leo, C., Bennett, R., and Hartel, C.E.J. (2005). Cross-Cultural Differences in Consumer 
Decision-Making Styles. Cross Cultural Management, 12(3), 32-61. 
Leonard-Barton, D., & Kraus, W. A. (1985). Implementing new technology.Harv. Bus. 
Rev.;(United States), 63(6). 
Leonard, K. J. (2004). Critical success factors relating to healthcare’s adoption of new 
technology: a guide to increasing the likelihood of successful 
implementation. Electronic Healthcare, 2(4), 72-81. 
Lepp, A., Barkley, J. E., & Karpinski, A. C. (2014). The relationship between cell phone 
use, academic performance, anxiety, and satisfaction with life in college 
students. Computers in Human Behavior, 31, 343-350. 
Lepp, A., Li, J., Barkley, J. E., & Salehi-Esfahani, S. (2015). Exploring the relationships 
between college students’ cell phone use, personality and leisure. Computers in 
Human Behavior, 43, 210-219. 
 287 
 
Lewis, P., Thornhill, A., & Saunders, M. (2003). Employee relations: understanding the 
employment relationship. Pearson Education. 
Li, Z., & Bai, X. (2010). Influences of perceived risk and system usability on the 
adoption of mobile banking service. In International Symposium on Computer 
Science and Computational Technology (ISCSCT), 3, 051-054. 
Lian, J. W., & Yen, D. C. (2013). To buy or not to buy experience goods online: 
Perspective of innovation adoption barriers. Computers in Human Behavior, 29(3), 
665-672. 
Liang, T. P., & Huang, J. S. (1998). An empirical study on consumer acceptance of 
products in electronic markets: a transaction cost model.Decision support 
systems, 24(1), 29-43. 
Liao, H. L., Liu, S. H., & Cheng, C. C. (2015). The effect of operating systems and types 
of apps on purchase intention. Issues in Information Systems, 16(3). 
Lim, C. T., Chew, J. Q., Lee, J. H., Loke, W. W., & Wong, T. K. (2012).Exploring the 
factors affecting purchase intention of smartphone: a study of young adults in 
Universiti Tunku Abdul Rahman, Perak Campus, Malaysia(Doctoral dissertation, 
UTAR).  
Lim, N. (2003). Consumers’ perceived risk: sources versus consequences.Electronic 
Commerce Research and Applications, 2(3), 216-228. 
Limayem, M., Khalifa, M., & Frini, A. (2000). What makes consumers buy from 
Internet? A longitudinal study of online shopping. Systems, Man and Cybernetics, 
Part A: Systems and Humans, IEEE Transactions on, 30(4), 421-432. 
 288 
 
Lin, H. F. (2008). Empirically testing innovation characteristics and organizational 
learning capabilities in e-business implementation success. Internet Research, 18(1), 
60-78. 
Lin, H. F. (2011). An empirical investigation of mobile banking adoption: the effect of 
innovation attributes and knowledge-based trust. International journal of 
information management, 31(3), 252-260. 
Ling, M., & Yuan, P. (2012, April). An empirical research: Consumer intention to use 
smartphone based on consumer innovativeness. InConsumer Electronics, 
Communications and Networks (CECNet), 2012 2nd International Conference on, 
2368-2371. IEEE. 
Ling, R., & Yttri, B. (1999). Nobody sits at home and waits for the telephone to ring: 
Micro and hyper-coordination through the use of the mobile telephone. Telenor 
Forskning og Utvikling, FoU Rapport, 30, 99. 
Loh, L., & Ong, Y. S. (1998). The adoption of Internet-based stock trading: a conceptual 
framework and empirical results. Journal Information Technology, 13 (2), 81-94. 
Lopez-Nicolas, C. Molina-Castillo, F.J. & Bouwman, H. (2008). An assessment of 
advanced mobile services acceptance: Contributions from TAM and diffusion theory 
models. Information and Management, 45 (6), 359–364. 
Lorenzo, J. D. (2000, September). Barreras en los procesos de cambio en las 
organizaciones: estudio de un caso. In X Congreso Nacional de ACEDE, Oviedo 
(Spain). 
 289 
 
Lu, J. L., Chou, H. Y., & Ling, P. C. (2009). Investigating passengers’ intentions to use 
technology-based self check-in services. Transportation Research Part E: Logistics 
and Transportation Review, 45(2), 345-356. 
Lu, J., Liu, C., Yu, C. S., & Wang, K. (2008). Determinants of accepting wireless mobile 
data services in China. Information & Management, 45(1), 52-64. 
Lu, J., Yao, J. E., & Yu, C. S. (2005). Personal innovativeness, social influences and 
adoption of wireless Internet services via mobile technology.The Journal of 
Strategic Information Systems, 14(3), 245-268. 
Lu, J., Yu, C. S., & Liu, C. (2009). Mobile data service demographics in urban 
China. The Journal of Computer Information Systems, 50(2), 117. 
Lu, J., Yu, C. S., Liu, C., & Yao, J. E. (2003). Technology acceptance model for wireless 
Internet. Internet Research, 13(3), 206-222. 
Luarn, P., & Lin, H. H. (2005). Toward an understanding of the behavioral intention to 
use mobile banking. Computers in human behavior, 21(6), 873-891. 
Lundvall, B.-A. (1992). National systems of innovation: towards a theory of innovation 
and interactive learning. London: Pinter Publisher.  
Lunsford, D. A., & Burnett, M. S. (1992). Marketing product innovations to the elderly: 
Understanding the barriers to adoption. Journal of Consumer Marketing, 9(4), 53-62. 
MacInnis, D. J., Moorman, C., & Jaworski, B. J. (1991). Enhancing and measuring 
consumers' motivation, opportunity, and ability to process brand information from 
ads. The Journal of Marketing, 32-53. 
Mahajan, V., Muller, E., & Srivastava, R. K. (1990). Determination of adopter categories 
by using innovation diffusion models. Journal of Marketing Research, 37-50. 
 290 
 
Mahajan, V., Muller, E., & Wind, Y. (2000). New-product diffusion models. Springer 
Science & Business Media. 
Malhotra, N., Hall, J., Shaw, M., & Oppenheim, P. (2006). Marketing Research: An 
applied orientation (3rd ed.). Pearson/Prentice Hall 
Malhotra, Naresh K. (1984), “Reflections on the Information Overload Paradigm in 
Consumer Decision Making,” Journal of Consumer Research, 10, 436-437. 
Marcati, A., Guido, G., & Peluso, A. M. (2008). The role of SME entrepreneurs’ 
innovativeness and personality in the adoption of innovations. Research Policy, 
37(9), 1579–1590.  
Martin, R. (2007). Innovation, Upheaval Rule Red Hot Smartphone Market. 
InformationWeek, 32-33. 
Mauro C. Hernandez, J., & Afonso Mazzon, J. (2007). Adoption of internet banking: 
proposition and implementation of an integrated methodology approach. 
International Journal of Bank Marketing, 25(2), 72-88. 
McCabe, D. (2002). ‘Waiting for dead men’s shoes’: towards a cultural understanding of 
management innovation. Human Relations, 55(5), 505-536. 
McCloskey, D. W. (2006). The importance of ease of use, usefulness, and trust to online 
consumers: an examination of the technology acceptance model with older 
consumers. Journal of Organizational and End User Computing (JOEUC), 18(3), 
47-65. 
McGill University (May 2010). Mercury report on response rate, Academic Year 2009-
2010. Teaching and Learning Services.  
http://www.mcgill.ca/files/tls/MercuryReport0910.pdf 
 291 
 
McTaggart, T. (2012). Why professional athletic organizations face elevated levels of 
resistance to pricing increases versus other entertainment and leisure 
organizations. Journal of Revenue & Pricing Management, 11(3), 253-257. 
Mei Min, C., Ling Hong, C., Jian Ai, Y., & Pei Wah, W. (2012). Conceptual Paper: 
Factors Affecting the Demand of Smartphone among Young Adult.International 
Journal on Social Science, Economics and Art, 2(2), 44-49. 
Metcalfe, J. S. 1998. Evolutionary economics and creative destruction. Routledge: 
London and New York. 
Meuter, M. L., Bitner, M. J., Ostrom, A. L., & Brown, S. W. (2005). Choosing among 
alternative service delivery modes: an investigation of customer trial of self-service 
technologies. Journal of Marketing, 69(2), 61-83. 
Midgley, D. F. (1977). Innovation and new product marketing. Croom Helm. 
Midgley, D. F., & Dowling, G. R. (1978). Innovativeness: the concept and its 
measurement. Journal of consumer research, 229-242. 
Midgley, David F. and Grahame R. Dowling (1993), “A Longitudinal Study of Product 
Form Innovation: The Interaction between Predispositions and Social Messages,” 
Journal of Consumer Research, 19 (4), 611-625. 
Mike Elgan (2007). It‟s time we stopped talking about “smartphones”, available at 
http://www.techworld.com/mobility/features/index.cfm?featureid=3204(accessed at 
15 April 2009)   
Mitchell, V. W. (1999). Consumer perceived risk: conceptualisations and 
models. European Journal of marketing, 33(1/2), 163-195. 
 292 
 
Mitra, A. (1995). Price cue utilization in product evaluations: the moderating role of 
motivation and attribute information. Journal of Business Research,33(3), 187-195. 
Mndzebele, N. (2013). The Effects of Relative Advantage, Compatibility and Complexity 
in the Adoption of EC in the Hotel Industry. International Journal of Computer and 
Communication Engineering, 2 (4), 473-476.  
Moghavvemi, S., Hakimian, F., Feissal, T., & Faziharudean, T. M. (2012). Competitive 
Advantages Through It Innovation Adoption By Smes.Socialinės 
technologijos/Social Technologies, 2(1), 24-39. 
Mohr, J. J., Sengupta, S., & Slater, S. F. (2009). Marketing of high-technology products 
and innovations. Pearson Prentice Hall. 
Mohtar, S.B. and Abbas, M. (2014). Consumer’s resistance to innovation. International 
Journal of Science and Research (IJSR), 3(12).  
Mohtar, S.B. and Abbas, M. (2015). A conceptual investigation of consumer resistance to 
innovations. Middle-East Journal of Scientific Research 23 (2): 339-346.  
Mohtar, S.B. and Abbas, M. (2015). Consumer resistance to innovation due to perceived 
risk: Relationship between perceived risk and consumer resistance to innovation. 
Journal of Technology and Operation Management. 10(1), 1-13 
Mohtar, S.B. and Abbas, M. (2015). Factors Influencing Consumer Resistance to 
Innovation (Smartphone). Middle-East Journal of Scientific Research 23(7): 1390-
1394.  
Monk, A., Hassenzahl, M., Blythe, M., & Reed, D. (2002, April). Funology: designing 
enjoyment. In CHI'02 Extended Abstracts on Human Factors in Computing 
Systems (924-925). ACM. 
 293 
 
Mont, O., & Heiskanen, E. (2015). Breaking the stalemate of sustainable consumption 
with industrial ecology and a circular economy. Chapters, 33-48. 
Montaguti, E., Kuester, S., & Robertson, T. S. (2002). Entry strategy for radical product 
innovations: A conceptual model and propositional inventory. International Journal 
of Research in Marketing, 19(1), 21-42. 
Montazemi, A. R., & Saremi, H. Q. (2013, January). Factors Affecting Internet Banking 
Pre-Usage Expectation Formation. In System Sciences (HICSS), 2013 46th Hawaii 
International Conference on (4666-4675). IEEE. 
Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the 
perceptions of adopting an information technology innovation. Information systems 
research, 2(3), 192-222. 
Morgan, M., Burden, K., (2011). Smartphone technologies and markets. ABI Research  
Morris, M. G., & Venkatesh, V. (2000). Age Differences in Technology Adoption 
Decision: Implications for a Changing Work Force. Personnel Psychology, 53(2), 
375–403. 
Moser, P. K., & J.D, T. (1995). Contemporary Materialism: A Reader. New York: 
Routledge. 
Murdock, G., & Franz, L. (1983). Habit and perceived risk as factors in the resistance to 
the use of ATMs. Journal of Retail Banking, 5(2), 20-29. 
Murmann, J. P., & Frenken, K. (2006). Toward a systematic framework for research on 
dominant designs, technological innovations, and industrial change. Research 
Policy, 35(7), 925-952. 
 294 
 
Murphy, (2015). Innovation Monitor 2014/2015 – KPMG. Retrieved from 
https://www.kpmg.com/IE/en/IssuesAndInsights/ArticlesPublications/Documents/in
novation-monitor-2014-2015.pdf 
Nadeem, M. (2012). Aware: The Most Unaware (A Reflection of Constitutional 
Understanding of the Educated People of Pakistan Regarding Human Rights). 
International Journal of Innovative Research and Development, 1(9), 382-392. 
Nagle, T.T., and Holden, R.K. (2002). The Strategy and Tactics of Pricing: A Guide to 
Profitable Decision Making, 3rd ed., New Jersey: Prentice-Hall, Prentice-Hall, Inc. 
Nazir, S., Tayyab, A., Sajid, A., Rashid, H. U., & Javed, I. (2012). How online shopping 
is affecting consumers buying behavior in Pakistan.International Journal of 
Computer Science Issues, 9(3), 486-495. 
Newman, D. A. (2009). Missing data techniques and low response rates.Statistical and 
methodological myths and urban legends: Doctrine, verity and fable in the 
organizational and social sciences, 7. 
Nielsen, W., 17 January 2013. Smartphones: still room to growin emerging countries. 
New York: The Nielsen Company. Retrieved from: 
http://www.nielsen.com/us/en/newswire/2013 /smartphones-still-room-to-grow-in-
emerging-countries.html 
Nokia Corporation interim report for Q2 2013 and January-June., retrieved from 
http://www.results.nokia.com/results/Nokia_results2013Q2e.pdf.#sthash.rksrzaeY.p
df 
 295 
 
Nor, K. M., & Pearson, J. M. (2008). An exploratory study into the adoption of internet 
banking in a developing country: Malaysia. Journal of Internet Commerce, 7(1), 29-
73. 
Nord, W. R., & Tucker, S. (1987). Implementing routine and radical innovations. 
Lexington, MA: Lexington Books. 
Noussair, C., Robin, S., & Ruffieux, B. (2004). Do Consumers Really Refuse To Buy 
Genetically Modified Food?*. The economic journal, 114(492), 102-120. 
Nyer, P.U (1997). A study of the relationships between cognitive appraisals and 
consumption emotions. Journal of the Academy of Marketing Science. 25(4), 296-
306 
Nysveen, H., Pedersen, P. E., & Thorbjørnsen, H. (2005). Explaining intention to use 
mobile chat services: Moderating effects of gender. Journal of consumer 
Marketing, 22(5), 247-256. 
O'Connor, E. J., Parsons, C. K., Liden, R. C., & Herold, D. M. (1990). Implementing new 
technology: management issues and opportunities. The Journal of High Technology 
Management Research, 1(1), 69-89. 
O'Connor, G. C. (1998). Market learning and radical innovation: A cross case 
comparison of eight radical innovation projects. Journal of product innovation 
management, 15(2), 151-166. 
Okada, E. M. and Mais, E. L., (2010), Framing the “Green” Alternative for 
Environmentally Conscious Consumers. Sustainability Accounting, Management 
and Policy Journal, 1(2), 222-234. 
 296 
 
Okiro, K., & Ndungu, J. (2013). The impact of mobile and internet banking on 
performance of financial institutions in Kenya. European Scientific Journal,9(13). 
Oliver, R. L. (1999). Whence consumer loyalty?. the Journal of Marketing, 33-44. 
Olshavsky, R. W., & Spreng, R. A. (1996). An exploratory study of the innovation 
evaluation process. Journal of Product Innovation Management, 13(6), 512-529. 
Oreg, S. (2006). Personality, context, and resistance to organizational change. European 
Journal of Work and Organizational Psychology, 15(1), 73–101. 
Osman, M. A., Talib, A. Z., Sanusi, Z. A., Shiang-Yen, T., & Alwi, A. S. (2012). A 
Study of the Trend of Smartphone and its Usage Behavior in Malaysia. International 
Journal of New Computer Architectures and their Applications (IJNCAA), 2(1), 274-
285. 
Ostlund, Lyman E. (1974), “Perceived Innovation Attributes as Predictors of 
Innovativeness”, Journal of Consumer Research, 1 (2), 23 – 29. 
Ozdemir, S., & Trott, P. (2009). Exploring the adoption of a service innovation: A study 
of Internet banking adopters and non-adopters. Journal of Financial Services 
Marketing, 13 (4), 284-299. 
Pagani, M. (2004). Determinants of adoption of third generation mobile multimedia 
services. Journal of interactive marketing, 18(3), 46-59. 
Pakistan largest online retailer, (2013). Retrieved from 
http://homeshopping.pk/blog/samsung-dominates-smartphone-sales-q3-2013/ 
Park, C., & Jun, J.-K. (2003). A cross-cultural comparison of Internet buying behavior. 
Effects of Internet usage, perceived risks, and innovativeness. International 
Marketing Review, 20 (5), 534-553. 
 297 
 
Park, N., et al., (2013). Factors influencing smartphone use and dependency in South 
Korea. Computers in Human Behavior, 29 (4), 1763–1770 
Park, Y., & Chen, J. V. (2007). Acceptance and adoption of the innovative use of 
smartphone. Industrial Management & Data Systems, 107(9), 1349-1365. 
Parker, S. K., & Ohly, S. (2008). Designing motivating jobs. Work motivation: Past, 
present, and future, 233-284. 
Patsiotis, A. G., Hughes, T., & Webber, D. J. (2013). An examination of consumers' 
resistance to computer-based technologies. Journal of Services Marketing, 27(4), 
294-311. 
Pavlou, P. A., & Gefen, D. (2004). Building effective online marketplaces with 
institution-based trust. Information Systems Research, 15 (1), 35-62. 
Pedersen, P. E. (2005). Adoption of mobile Internet services: An exploratory study of 
mobile commerce early adopters. Journal of organizational computing and 
electronic commerce, 15(3), 203-222. 
Penrose, E. (1959). The theory of the growth of the firm. New York: John Wiley & Sons. 
Peter, C. (1969). The begrudging index and the subjective value of money,'in pricing. 
Phillips, D. M., & Baumgartner, H. (2002). The role of consumption emotions in the 
satisfaction response. Journal of Consumer Psychology, 12(3), 243-252. 
Pijpers, G. G., Bemelmans, T., Heemstra, F. J., & van Montfort, K. A. (2001). Senior 
executives' use of information technology. Information and Software 
Technology, 43(15), 959-971. 
Pinder, C. C. (2008). Work motivation in organizational behavior. Psychology Press. 
 298 
 
Polatoglu, V. N., & Ekin, S. (2001). An empirical investigation of the Turkish 
Consumers' acceptance of internet banking services. International Journal of Bank 
Marketing, 19 (4), 156-165 
Poon, W. C. (2008). Users' adoption of e-banking services: the Malaysian perspective. 
Journal of Business & Industrial Marketing, 23 (1), 59-69. 
Portio Research (2013). Portio research mobile factbook 2013. Chippenham, UK. 
Retrivedfromhttp://www.portioresearch.com/media/3986/Portio%20Research%20M
obile%20Factboo k%202013.pdf 
Price, L. L., & Penaloza, L. (1993). Consumer resistance: a conceptual overview. 
Advances in consumer research, 20(1), 123-128. 
PTA. (2015, October 20). Annual Mobile Subscriber. Retrieved from  
http://www.pta.gov.pk/index.php?Itemid=599 
Püschel, J., Mazzon, J. A., & Hernandez, J. M. C. (2010). Mobile banking: proposition of 
an integrated adoption intention framework. International Journal of Bank 
Marketing, 28(5), 389-409. 
Qun, C.J. Howe, L.J. Thai, L.C. Wen, L.W and Kheng, W.T. (2012). Exploring the 
Factors Effecting Purchase Intention of Smartphone: A Study of Young Adults in 
University Tunku Abdul Rahman, Perak Campus, Malaysia. (Doctoral Thesis)  
Radu, L. D. (2015). Investments in technological innovations: A literature review of 
organization determinants. European Scientific Journal, 11(3). 
Rahman, S., & Bashir, M. (2012). Ethnocentrism tendencies of consumers: evidence 
from Pakistan. Actual Problems of Economics, (129), 436. 
 299 
 
Raju, P. S. (1980). Optimum Stimulation Level: It’s Relationship to Personality, 
Demographics, and Exploratory Behavior. The Journal of Consumer Research, 7(3), 
272-282. 
Ram, S. & Sheth, N.J. (1989). Consumer resistance to innovation: The marketing 
problem and its solution. The Journal of Consumer Marketing. 6(2). 5-14 
Ram, S. (1987). A model of innovation resistance. Advances in consumer research, 
14(1), 208-212. 
Ram, S. (1987). A model of innovation resistance. Advances in consumer 
research, 14(1), 208-212. 
Ram, S. (1989). Successful innovation using strategies to reduce consumer resistance: an 
empirical test. Journal of Product Innovation Management, 6(1), 20-34. 
Ramayah, T., Yusliza, M. Y., Norzalila, J., & Amlus, I. (2009). Applying the Theory of 
Planned Behavior (TPB) to Predict Internet Tax Filing Intentions. International 
Journal of Management, 26 (2), 272-284. 
Reeve, J. (1996). Motivating others: Nurturing inner motivational resources. Allyn & 
Bacon. 
Reingen, P. H. (1982). Test of a list procedure for inducing compliance with a request to 
donate money. Journal of Applied Psychology, 67(1), 110. 
Reynolds, K. E., J. A. G. Folse, and M.A. Jones, (2006). Search Regret: Antecedents and 
Consequences.  Journal of Retailing, 82(4): 339-348. 
Richardson, P. S., Jain, A. K., & Dick, A. (1996). Household store brand proneness: a 
framework. Journal of Retailing, 72(2), 159-185. 
 300 
 
Richardson, R. (2003). CSI/FBI Computer crime and security survey: Computer Security 
Institution. 
Richardson, R. D., & Wirth, T. (2006). Hypervalent iodine goes catalytic.Angewandte 
Chemie International Edition, 45(27), 4402-4404. 
Richins, M. L. (1997). Measuring emotions in the consumption experience.Journal of 
consumer research, 24(2), 127-146. 
Rijnsoever, F.J. and Castaldi, C. (2011). Extending consumer categorization based on 
innovativeness: intentions and technology clusters in consumer electronics. Journal 
of the American Society for Information Science and Technology, 62(8), 1604-13. 
Ringle, C. M., Wende, S., & Will, A. (2005). SmartPLS 2.0 (software). SmartPLS, 
Hamburg, available at: www. smartpls. de (accessed January 7, 2014). 
Riquelme, H. E., & Rios, R. E. (2010). The moderating effect of gender in the adoption 
of mobile banking. International journal of bank marketing, 28(5), 328-341. 
Roach, G. (2009). Consumer perceptions of mobile phone marketing: a direct marketing 
innovation. Direct Marketing: An International Journal, 3(2), 124-138. 
Roberts, K. G., & Pick, J. B. (2004, January). Technology factors in corporate adoption 
of mobile cell phones: A case study analysis. In System Sciences, 2004. Proceedings 
of the 37th Annual Hawaii International Conference on (pp. 10-pp). IEEE. 
Robinson, L. (2013). Changeology: How to Enable Individuals, Groups, and 
Communities to Do Things They've Never Done Before. Scribe Publications. 
Roehrich, G. (2004). Consumer innovativeness: concepts and measurements. Journal of 
Business Research, 57(6), 671-677. 
Rogers, E. (1995). Diffusion of innovations (4th edition). New York: The Freen Press. 
 301 
 
Rogers, E. (2003). Diffusion of Innovations, 5th edn Free Press. New York. 
Rogers, E. M. (1962). Diffusion of Innovations. New-York: Free press. 
Rogers, E. M. (1976). New product adoption and diffusion. Journal of consumer 
Research, 290-301. 
Rogers, E. M., & Shoemaker, F. F. (1971). Communication of innovations: A cross-
cultural approach. 
Rokeach, M. (1973). The nature of human values (Vol. 438). New York: Free press.  
Romani, S., Grappi, S., & Dalli, D. (2012). Emotions that drive consumers away from 
brands: Measuring negative emotions toward brands and their behavioral effects. 
International Journal of Research in Marketing, 29(1), 55-67. 
Roscoe, J. T. (1975). Fundamental research statistics for the behavioral sciences [by] 
John T. Roscoe. Holt, Rinehart and Winston, New York, NY..  
Roselius, T. (1971). Consumer rankings of risk reduction methods. The journal of 
marketing, 56-61. 
Rozario, M., Lewis, I., & White, K. M. (2010). An examination of the factors that 
influence drivers‟ willingness to use hand-held mobile phones. Transportation 
Research Part F: Traffic Psychology and Behaviour, 13 (6), 365-376. 
Ruiz, S., & Sicilia, M. (2004). The impact of cognitive and/or affective processing styles 
on consumer response to advertising appeals. Journal of Business Research, 57(6), 
657-664. 
Rumelt, R. P. (1995). Inertia and transformation (pp. 101-132). Springer US. 
 302 
 
Sbai, N. (2013). The influence of specific emotions on consumer judgment and 
behavioural intention with respect to innovations (Doctoral dissertation, Université 
de Grenoble). 
Sian, F., Chuan, S., Kai, B., & Chen, B. (2010). Culture and consumer behavior: 
Comparisons between Malays and Chinese in Malaysia. International Journal of 
Innovation, Management and Technology, 1(2), 180. 
Salerno, L. M. (1985). What happened to the computer revolution. Harvard Business 
Review, 63(6), 129-138. 
Sarin, Shikhar, Trina Sego, and Nataporn Chanvarasuth (2003). Strategic use of bundling 
for reducing consumers’ perceived risk associated with the purchase of new high-
tech products. Journal of Marketing Theory and Practice, 11 (3), 71-83. 
Saeed, R., Zameer, H., Awan, I., & Ullah, I. (2014). A Study of Consumer 
Innovativeness and Motivations behind Adoption of Innovation. International 
Journal of Academic Research in Business and Social Sciences, 4(7), 340-349. 
Sekaran, U., & Bougie, R. (2010). Research methods for business: a skill building 
approach (5th edition). United Kingdom: John Wiley & Sons Ltd. 
Sekaran, U. (2003). Research Method for Business: A skill building approach, 4th 
Edition. John Wiley & Sons, Inc. 
Selimi, S. (2013). Decision factors for the adoption of an online payment system by 
consumers. University of Groningen, The Netherlands. 
Schein, E. H. (2010). Organizational culture and leadership (Vol. 2). John Wiley & 
Sons. 
Schneidawind, J. (1992). Big Blue unveiling. USA Today, November, 23, 2B. 
 303 
 
Saeed, M., & Baig, A. K. (2013). Fashion effects on customer satisfaction: an analysis of 
the Pakistani shoe industry. International Journal of Social Entrepreneurship and 
Innovation, 2(1), 52–66.  
Shah, N. (2009). Determinants of employee readiness for organisational change 
(Doctoral dissertation, Brunel University Brunel Business School PhD Theses). 
Shin, Y. M., Lee, S. C., Shin, B., & Lee, H. G. (2010). Examining influencing factors of 
post-adoption usage of mobile internet: focus on the user perception of supplier-side 
attributes. Information Systems Frontiers, 12(5), 595-606. 
Schumpeter, J. A. (1934). The theory of economic development: An inquiry into profits, 
capital, credit, interest, and the business cycle (Vol. 55). Transaction publishers. 
Schumacker, R. E., & Lomax, R. G. (1996). A beginner's guide to structural equation 
modelling. NJ: Lawrence Erlbaum associates Publishers. 
Schwarzer, R., & Born, A. (1997). Optimistic self-beliefs: Assessment of general 
perceived self-efficacy in thirteen cultures. World Psychology, 3(1-2), 177-190. 
Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: a theory 
of consumption values. Journal of business research, 22(2), 159-170. 
Shih, Y. Y., & Fang, K. (2004). The use of a decomposed theory of planned behavior to 
study Internet banking in Taiwan. Internet Research, 14(3), 213-223. 
Sheth, J. N. (1981). Psychology of innovation resistance: the less developed concept. 
Research in Marketing, 4(3), 273-283. 
Shimp, T. A., & Bearden, W. O. (1982). Warranty and other extrinsic cue effects on 
consumers' risk perceptions. Journal of Consumer research, 38-46. 
 304 
 
Shin, D.H., (2010). Analysis of online social networks: A cross-national study. Online 
Information Review, 34(3): 473-495 
Shoemaker, R. W., & Shoaf, F. R. (1975). Behavioral changes in the trial of new 
products. Journal of Consumer Research, 104-109. 
Singh, S., Srivastava, V., & Srivastava, R. K. (2010). Customer acceptance of mobile 
banking: A conceptual framework. Sies journal of management, 7(1), 55-64. 
Simpson, L., & Lakner, H. B. (1993). Perceived risk and mail order shopping for apparel. 
Journal of Consumer Studies & Home Economics, 17(4), 377-389. 
Sinha, I., & Batra, R. (1999). The effect of consumer price consciousness on private label 
purchase. International journal of research in marketing, 16(3), 237-251. 
Schwartz, S. H., & Sagiv, L. (1995). Identifying culture-specifics in the content and 
structure of values. Journal of cross-cultural psychology, 26(1), 92-116. 
Sekaran, U., & Bougie, R. (2010). Research methods for business: a skill building 
approach (5th edition). United Kingdom: John Wiley & Sons Ltd. 
Stewart, D. W., & Pavlou, P. A. (2002). From Consumer Response to Active Consumer: 
Measuring the Effectiveness of Interactive Media. Journal of the Academy of 
Marketing Science, 30(4), 376‐396. 
Stone, R. N., & Grønhaug, K. (1993). Perceived risk: further considerations for the 
marketing discipline. European Journal of marketing, 27(3), 39-50. 
Smith, H. J., Milberg, S. J., & Burke, S. J. (1996). Information privacy: measuring 
individuals' concerns about organizational practices. MIS quarterly, 167-196. 
 305 
 
Sripalawat, J., Thongmak, M., & Ngramyarn, A. (2011). M-banking in metropolitan 
Bangkok and a comparison with other countries. The Journal of Computer 
Information Systems, 51(3), 67. 
Steenkamp, J. B. E., Hofstede, F. T., & Wedel, M. (1999). A cross-national investigation 
into the individual and national cultural antecedents of consumer innovativeness. 
The Journal of Marketing, 55-69.  
Steenkamp, J. B. E., & Gielens, K. (2003). Consumer and market drivers of the trial 
probability of new consumer packaged goods. Journal of Consumer Research, 30(3), 
368-384. 
Suh, B., & Han, I. (2003). Effect of trust on customer acceptance of Internet 
banking. Electronic Commerce research and applications, 1(3), 247-263. 
Suki, N.M. and N.M. Suki, (2013). Dependency on smartphone: An analysis of structural 
equation modeling.  Jurnal Teknologi 62(1): 49-55. 
Sukamolson, S. (2005). Fundamentals of Quantitative Research.Chulalongkorn 
University Language Institute. Thailand. 
Suwelack, T., Hogreve, J., & Hoyer, W. D. (2011). Understanding money-back 
guarantees: cognitive, affective, and behavioral outcomes. Journal of retailing, 
87(4), 462-478. 
Sultan, F., Rohm, A. J., & Gao, T. T. (2009). Factors influencing consumer acceptance of 
mobile marketing: a two-country study of youth markets. Journal of Interactive 
Marketing, 23(4), 308-320. 
Smura, T., Kivi, A., & Töyli, J. (2009). A framework for analysing the usage of mobile 
services. info, 11(4), 53-67. 
 306 
 
Sypher, B. D. (Ed.). (1997). Case studies in organizational communication 2: 
Perspectives on contemporary work life (Vol. 2). Guilford Press. 
Szmigin, I., & Foxall, G. (1998). Three forms of innovation resistance: the case of retail 
payment methods. Technovation, 18(6), 459-468. 
Talukder, M., Quazi, A., & Sathye, M. (2014). Mobile phone banking usage behaviour: 
An australian perspective. Australasian Accounting, Business and Finance 
Journal, 8(4), 83-104. 
Tan, M. (2000). Factors Influencing the Adoption of Internet Banking. Journal of the 
Association Informtion Sysytem, 1. 
 Tan, M., & Teo, T. S. (2000). Factors influencing the adoption of Internet 
banking. Journal of the AIS, 1(1es), 5. 
Tansuhaj, P., Gentry, J., W, John, J., Manzer, L., & Cho, B. J. (1993). A Cross-national 
Examination of Innovation Resistance. International Marketing Review, 8(3). 
Taylor, J. W. (1974). The role of risk in consumer behavior. The Journal of Marketing, 
54-60. 
Taylor, S., & Todd, P. A. (1995). Understanding information technology usage: A test of 
competing models. Information systems research, 6(2), 144-176. 
The Star, (2013). PM pleased with response to RM200 smartphone rebate [Online]. 
Retrievedfromhttp://thestar.com.my/news/story.asp?file=/2013/1/3/nation/20130103
231516&sec=nation. 
Tidd, J. (2010). Gaining momentum: managing the diffusion of innovations (Vol. 15). 
World Scientific. 
 307 
 
Tidd, J., & Bessant, J. PAVITT (2001) Managing Innovation: Integrating Technological, 
Market and Organizational Change. Chicester: John Wiley and Sons. 
Ting, D. H., Lim, S. F., Patanmacia, T. S., Low, C. G., & Ker, G. C. (2011). Dependency 
on smartphone and the impact on purchase behaviour. Young Consumers: Insight 
and Ideas for Responsible Marketers, 12(3), 193-203. 
Toubia, O., Hauser, J. R., & Simester, D. I. (2004). Polyhedral methods for adaptive 
choice-based conjoint analysis. Journal of Marketing Research,41(1), 116-131. 
Toubia, O., Hauser, J., & Garcia, R. (2007). Probabilistic polyhedral methods for 
adaptive choice-based conjoint analysis: Theory and application. Marketing 
Science, 26(5), 596-610. 
The number of smartphone users in the world is expected to reach a giant 6.1 billion by 
2020 (Digital Trends) http://www.digitaltrends.com/mobile/smartphone-users-
number-6-1-billion-by-2020/ 
Tversky, Amos and Daniel Kahneman (1991), “Loss Aversion in Riskless Choice: A 
Reference-Dependent Model,” The Quarterly Journal of Economics, 106 (4), 1039-
1061 
Ting, D. H., Lim, S. F., Patanmacia, T. S., Low, C. G., & Ker, G. C. (2011). Dependency 
on smartphone and the impact on purchase behaviour. Young Consumers: Insight 
and Ideas for Responsible Marketers, 12(3), 193-203. 
Tornatzky, L. G., & Klein, K. J. (1982). Innovation characteristics and innovation 
adoption-implementation: A meta-analysis of findings. IEEE Transactions on 
engineering management, 29(1), 28-45. 
 308 
 
Tomaseti, E., Sicilia, M., & Ruiz, S. (2004). The moderating effect of innate 
innovativeness on consumer response to symbolic and functional innovations. 
In Australian and New Zealand Marketing Academy Conference (pp. 1-9). 
Tushman, M. L., & Anderson, P. (1986). Technological discontinuities and 
organizational environments. Administrative science quarterly, 31(3), 439-465. 
Tversky, Amos and Daniel Kahneman (1991). Loss aversion in riskless choice: A 
reference-dependent model. The Quarterly Journal of Economics, 106 (4), 1039-
1061  
Uhrich, S. (2011). Explaining non-linear customer density effects on shoppers’ emotions 
and behavioral intentions in a retail context: the mediating role of perceived control. 
Journal of Retailing and Consumer Services, 18(5), 405-413. 
Van den Bulte, C., & Lilien, G. L. (2001). Medical innovation revisited: Social contagion 
versus marketing effort1. American Journal of Sociology, 106(5), 1409-1435. 
Van den Bulte, C., & Stremersch, S. (2004). Social contagion and income heterogeneity 
in new product diffusion: A meta-analytic test. Marketing Science, 23(4), 530-544. 
Vandecasteele, B., & Geuens, M. (2010). Motivated consumer innovativeness: Concept, 
measurement, and validation. International Journal of Research in Marketing, 27(4), 
308-318. 
Veal, A. J. (2005). Business research methods: A managerial approach. Pearson 
Education Australia/Addison Wesley. 
Venkatesh, V., & Davis, F. D. (1996). A model of the antecedents of perceived ease of 
use: Development and test*. Decision sciences, 27(3), 451-481. 
 309 
 
Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology 
acceptance model: four longitudinal field studies. Management science, 46(2), 186-
204. 
Venkatesh, V., & Zhang, X. (2010). Unified theory of acceptance and use of technology: 
US vs. China. Journal of Global Information Technology Management, 13(1), 5-27. 
Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of 
information technology: Toward a unified view. MIS quarterly, 425-478. 
Verkasalo, H., López-Nicolás, C., Molina-Castillo, F. J., & Bouwman, H. (2010). 
Analysis of users and non-users of smartphone applications. Telematics and 
Informatics, 27(3), 242-255. 
Vitzthum, R. C. (1995). Materialism: an affirmative history and definition. 
Venkatraman, M. P. (1991). The impact of innovativeness and innovation type on 
adoption. Journal of Retailing, 67(1), 51. 
Veryzer, R. W. (1998). Key factors affecting customer evaluation of discontinuous new 
products. Journal of Product Innovation Management, 15(2), 136-150. 
Veryzer, R. W. (1998). Discontinuous innovation and the new product development 
process. Journal of product innovation management, 15(4), 304-321. 
Vo, N., Shi, H., & Szajman, J. (2008, October). WiiKey: An Innovative Smartphone 
Based Wi-Fi Application. In Computer and Computational Sciences, 2008. 
IMSCCS'08. International Multi symposiums on (pp. 91-97). IEEE. 
Voss, G. B., Godfrey, A., & Seiders, K. (2010). How complementarity and substitution 
alter the customer satisfaction-repurchase link. Journal of Marketing, 74(6), 111-
127. 
 310 
 
Waddell, D., & Sohal, A. S. (1998). Resistance: a constructive tool for change 
management. Management Decision, 36(8), 543-548. 
Wakefield, R. L. (2015). The acceptance and use of innovative technology: Do positive 
and negative feelings matter? ACM SIGMIS Database, 46(4), 48-67. 
Walczuch, R., & Lundgren, H. (2004). Psychological antecedents of institution-based 
consumer trust in e-retailing. Information & Management, 42(1), 159-177. 
Wang, G., Dou, W., & Zhou, N. (2008). Consumption attitudes and adoption of new 
consumer products: a contingency approach. European Journal of Marketing, 
42(1/2), 238-254. 
Wang, Y. S., Wang, Y. M., Lin, H. H., & Tang, T. I. (2003). Determinants of user 
acceptance of internet banking: an empirical study. International Journal of Service 
Industry Management, 14(5), 501-519. 
Watson, G. (1971). Resistance to change. American Behavioral Scientist, 14(5), 745–766.  
Webster Jr, F. E. (1969). New product adoption in industrial markets: a framework for 
analysis. The Journal of Marketing, 35-39. 
Wei, T. T., Marthandan, G., Chong, A. Y.-L., Ooi, K.-B., & Arumugam, S. (2009). What 
drives Malaysian m-commerce adoption? An empirical analysis. Industrial 
Management & Data System, 109 (3), 370-388. 
West, M. A., & Anderson, N. R. (1996). Innovation in top management teams. Journal of 
Applied psychology, 81(6), 680. 
Winefield, A. H., Gillespie, N., Stough, C., Dua, J., Hapuarachchi, J., & Boyd, C. (2003). 
Occupational stress in Australian university staff: Results from a national 
survey. International Journal of Stress Management, 10(1), 51. 
 311 
 
Winter, S. G., & Nelson, R. R. (1982). An evolutionary theory of economic change. 
University of Illinois at Urbana-Champaign's Academy for Entrepreneurial 
Leadership Historical Research Reference in Entrepreneurship. 
Wong, K. K. K. (2013). Partial least squares structural equation modeling (PLS-SEM) 
techniques using SmartPLS. Marketing Bulletin, 24(1), 1-32. 
Woodside, A. G., & Biemans, W. G. (2005). Modeling innovation, manufacturing, 
diffusion and adoption/rejection processes. Journal of Business & Industrial 
Marketing, 20(7), 380-393. 
Yang, K. C. (2005). Exploring factors affecting the adoption of mobile commerce in 
Singapore. Telematics and informatics, 22(3), 257-277. 
Yang, Y., & Zhang, J. (2009, June). Discussion on the dimensions of consumers' 
perceived risk in mobile service. In Mobile Business, 2009. ICMB 2009. Eighth 
International Conference on (pp. 261-266). IEEE. 
Yeung, R., Yee, W., & Morris, J. (2010). The effects of risk-reducing strategies on 
consumer perceived risk and on purchase likelihood: A modeling approach. British 
Food Journal, 112(3), 306-322. 
Yiu, C. S., Grant, K., & Edgar, D. (2007). Factors affecting the adoption of Internet 
Banking in Hong Kong—implications for the banking sector. International Journal 
of Information Management, 27(5), 336-351. 
Yoo, P. H., & Lee, S. H. (1994). Study on the Innovation Resistance of Consumers in 
Adoption Process of New Product. Business Research, 23(3), 218-249. 
Yu, C. S., Li, C. K., & Chantatub, W. (2015). Analysis of Consumer E-Lifestyles and 
Their Effects on Consumer Resistance to Using Mobile Banking: Empirical Surveys 
 312 
 
in Thailand and Taiwan. International Journal of Business and Information, 10(2), 
198. 
You, J. H., Lee, J. H., & Park, C. (2011). Factors Influencing Adoption and Post-
Adoption of Smart Phone. In Proceedings of International Conference on Software 
and Computer Applications (ICSCA 2011). 
Yuan, Li. (2006). Smartphones Aim at New Markets. The Wall Street Journal, November 
2, B5. 
Zaltman, G., & Duncan, R. (1977). Strategies for planned change. Wiley. 
Zikmund, W. G. (2003). Research methods. 
Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business Research 
Methods, South-Western, Cengage Learning. Mason, OH. 
Zbaracki, M. J. (1998). The rhetoric and reality of total quality management. 
Administrative science quarterly, 602-636. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end 
model and synthesis of evidence. The Journal of Marketing, 2-22. 
Zikmund, W. G. (2000). Business research methods. Orlando: Dryden Press. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 313 
 
                                                  APPENDIXES A 
                                                 QUESTIONNAIRE 
 
                           UUM SCHOOL OF TECHNOLOGY MANAGEMENT 
               Universiti Utara Malaysia 06010 UUM Sintok, Kedah, Darul Aman, Malaysia. 
                            Tel: 6049285045, Fax: 604-9285761, www.cob.uum.edu.mv 
Dear Participant, 
The purpose of the attached survey is to understand the Innovation characteristics and 
consumer characteristics regarding the consumer resistance to the innovation by the 
individual student’s in Pakistan in Public Universities of Pakistan. There are some 
statements given in this survey which you are requested to answer. This questionnaire is 
designed to assess your perception resistance to innovation.  
 
There is no right or wrong answers in this survey. All your answers will reflect your 
personal opinion about the innovation characteristics and consumer characteristics with 
the moderating role of consumer innovativeness in the field of technological innovation. 
Individual responses to this survey will be kept CONFIDENTIAL and will NOT be 
disclosed. Your institution will NOT have access to the information you have provided 
herein. No reference will be made in written or oral materials that could link you to this 
study. Only grouped data will be reported in the results. 
Please read carefully the instruction at the beginning of each section, and answer all the 
statements as accurately as possible. Your time and cooperation will be greatly 
appreciated. Please take a few minutes to fill out this survey questionnaire. 
Thank you in advance for taking time to complete this survey. 
Yours faithfully, 
Mazhar Abbas 
PhD Candidate, UUM College of business (STML) 
Phone: +60175305049; e-mail: mazharabbas@ciitvehari.edu.pk 
Universiti Utara Malaysia 
06010 UUM Sintok, Kedah, Darul Aman, Malaysia. 
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1 = Disagree very much | 2 = Disagree moderately | 3 = Disagree slightly | 4 = Agree 
slightly | 5 = Agree moderately | 6 = Agree very much |  
        
 
Relative Advantage 
 
1 2 3 4 5 6 
1 Smartphones are more convenient, reliable, and useful 
than normal mobile phones. (Smartphone munasib, reliable 
aura am mobile se ziada isstemal k qabil hay) 
      
2 The Smartphone has good integration of a wide range of 
functions and services. (Smartphone bohot achi services and 
functions ka majmooaa hay) 
      
3 Smartphone are more fashionable, stylish, and trendy. 
(smartphone ka design aur isska style bohot khoobsoorat hay) 
      
4 The price or quality relationship is acceptable in 
Smartphone, as I can enjoy other free services (e.g. E-
mail, voicemail, MSN & Skype, word processor) 
anywhere I want. (Smartphone ki qeemat aur quality qabil-
eqabool hay jis se me isski tamam free services kisi bhi jaga 
isstemal aur enjoy ker sakta hon) 
      
5 Smartphones bigger screen and full keyboard make 
different functions easier to use. (Smartphone ki screen aur 
keyboard baray hain aur iss se isko isstemaal kerna bohot 
assan hay) 
      
 
Self-Efficacy 
 
1 2 3 4 5 6 
1 I know how to use smartphones.(Main janta hoon 
Smartphone ko kesay isstemaal kerna hay) 
      
2 I am confident of understanding and using smartphone. 
(Main Smartphone ko samjhnay aur isstemaal kernay se 
mutmaieen hoon) 
      
3 I am comfortable with using technical and advanced 
consumers‟ products (e.g. mp3 player, computer, digital 
camera, PDA, etc). (Main bohot easy mehsoos kerta hoon 
tamam electronics ki masnoaat ko isstemal ker k) 
      
4 I would be able to use smartphone, even if I have never 
used it before. (Main ne pehlay kabhi isstemal ni kia 
Smartphone ki iss k bawajood me issko use kernay k qabil 
hoo jaionga) 
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Motivation 
 
1 2 3 4 5 6 
1 It is very exciting and entertaining to use smartphones 
(Ye bohot dlchaasap aur Smartphone ko isstemaal kernay 
se tafreeh milti hay) 
      
2 Using smartphone would be helpful to my work 
(Smartphone k isstemaal se apnay kaam ma madadgaar sabit 
hooga) 
      
3 I need smartphone for its new features/functions.(Mujhay 
Smartpone ki nai khasoosiat aur function ki waja se isski 
zarurat hay).   
      
4 I have intentions to use smartphone in the near future. 
(Mustakbil qareem ma Smartphone isstemaal kernay ka irada 
rakhta hoon) 
      
 
Attitude towards existing Product 
 
1 2 3 4 5 6 
1 I do not like the idea of putting so many functions 
together in a cell phone.(Main ek mobile phone ma ek sath 
bohot se functions ya kaam kernay ko pasand nahi kerta) 
      
2 I am quite satisfied and have favorable attitude towards 
normal mobile phones. (Main bohot mutmaeen hoon aura 
am mobile phones bohot achay hain) 
      
3 I prefer compact and handy mobile phones. (Main 
compact aur assan mobile ko targee daita hoon) 
      
 
Complexity 
 
1 2 3 4 5 6 
1 Smartphones may be complex to use. (Smartphone isstemal 
kernay ma pecheeda hoo sakta hay) 
      
2 Understanding and using smartphones may require more 
skills and or mental effort.(Smartphone ko sajhnay aur 
isstemal kernay ma ziada maharat aur zehni koshish ki 
zarurat hoti hay) 
      
3 It may be a bit difficult to understand internet, gaming, 
mp3, and PDA functions in smartphones.(Smartphone ma 
internet, game, aur PDA afaal ko samjhna thora mushkil hay) 
      
4 It may be difficult to make updates & put new software in 
smartphones.(Ye update kalye Smartphone ma nai software 
dalna mushkil hay) 
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Perceived Risk 
 
1 2 3 4 5 6 
1 Smartphone performance may not meet my 
expectations.(Smartphone ki kargardagi meri twaqooaat ko 
poora ni ker saktay hain) 
      
2 I afraid of getting out of battery, while I need to use 
smartphone for a long time.(Mujhay ek taweel waqat kalye 
Smartphone isstemaal kernay ki zarurat hay aur lambay arsay 
kalye batry bhi isstemal kernay ki zarurat hay) 
      
3 I fear of losing much money if I lost/broke my 
smartphone. (Mujahy Smartphone gum hoonay aur tootnay 
se raqam doobnay ka khoof hay) 
      
4 I fear of losing my personal information and other 
important data, if I lost my smartphone. (Main ne ager 
Smartphone ko khoo dia to tu meri zaati maloomat degar 
ahham data khoonay ka khoof hay) 
      
5 It is risky to spend relatively more money for buying a 
smartphone. (Ye ek Smartphone khareednay nisbatan ziada 
paisa kharch kernay per khatra hay) 
 
      
6 Smartphone can easily break if dropped etc., and may 
stop functioning.(Smartphone girr jai tu tootnay ka khatra 
aur iss k kaam kerna bhi ruk sakta hay) 
      
 
Social Influence  1 2 3 4 5 6 
1 Friends and family are very helpful to me in making 
decision of buying smartphone. (Dostoo aur family walay 
Smartphone khareednay ma bohot madadgaar saabit hotay 
hain) 
      
2 I will ask the openions from my friends and family when 
buying a smartphone. (Jab me Smartphone khreedoonga tu 
apnay dostoo aur family se mashwara ker k loonga) 
      
3 Friends and family give me a valuable advice when I 
buying a smarphone.(jab me ne Smartphone khareedna hoo 
to doost aur family walo ne bohot qeemti aara daitay hain) 
      
4 I trust my friends and family about their openions and 
advices of smartphones. (Mujhay apni family aur dostoo k 
mashwaray per bohot aitmaad hay) 
      
5 I will purchase a smartphones because my friends and 
family recommend to me. (Main Smartphone khareedoonga 
q k meri khandaan aur dostoon ne kaha hay) 
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Price 
 
1 2 3 4 5 6 
1 Price is the most important factor when purchasing 
Smartphone.(jab smartphone khareedna hoo to qeemat bht 
aham rukun hay) 
      
2 I compare prices of other Smartphone‘s brands and store 
brands before I choose one.(Khareednay se pehlay me ne 
smartphone aur dossray brands ki qeematoon ko compare 
kia) 
      
3 I buy Smartphone because they are worth to used 
regarding between with their price & usage quality.(Main 
ne smartphone isi lye khareeda kuin k ye qeemat aur quality 
wise bht acha hay) 
      
4 I am uncertain which Smartphone‘s brands provide real 
value for money in terms of product quality (mujhay 
thoora shaak hay k smartphone brand asal value daita hay k 
ni) 
      
5 The cheapness of some Smartphone‘s brand suggests to 
me that they may have some risks, such as low 
quality.(Sasta smartphone hoosakta hay laina khatra na hoo 
quality burin a hoo) 
      
 
Emotions 
 
1 2 3 4 5 6 
1 I feel angry with  smartphone purchase decision (Main 
smartphone ki khareedaari k faislay ma gussa mehsoos kerta 
hn) 
      
2  I feel irritated with your smartphone purchase decision 
(Main smartphone ki khareedari k faislay per jalan mehsoos 
kerta hn) 
      
3  I feel frustrated with the usage of smartphone.(Mian 
smartphone k isstemal k sath mayoosi mehsoos kerta hn) 
      
4 I scared from the usage of smartphone (Main smartphone 
k isstemaal se darr mehsoos kerta hn) 
      
5 I  afraid to buy the smartphone (Main smartphone 
khareednay ma khoof mehsoos ker raha hn) 
      
6 I am anxious to purchase the smartphone (Main 
smartphone ki khareedari kalye bohot fikar mand hoon) 
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Consumer Innovativeness (Moderator) 
 
1 2 3 4 5 6 
1 I am really interested in learning about new products 
(new brands, quality, and improvements). (Main nai 
massnooaat ma dilchaspi rakhta hoon).  
 
      
2 Right now, I am using many of new products. (Ab tak me 
ne bohot new cheezain isstemaal ki hain) 
      
3 I think new product are really useful (Meray khayal ma 
nai cheezain isstemaal k qabil hain) 
      
4 I love to try new products before anyone else (Mujhay nai 
cheezain isstemal kernay ko pasand kerta hoon) 
      
5 Presently I am using new products and services appealing 
to me (Main aaj kal nai cheezain isstemaal ker raha hn) 
      
6 People often ask me to give my opinion about products 
(new brands, quality, and improvements). (loog mujhay 
nai masnooaat k baray ma mashwara daitay hain jaisay new 
brand, qeemat etc) 
      
7 Lately, I have been hearing a lot about new products 
appealing to me (Haal he ma ne nai cheezo k baray ma 
bohot suna hay) 
      
 
Consumer Resistance to Innovation 
 
1 2 3 4 5 6 
1 I will wait to buy smartphone till it proves beneficial 
for me.(Maian intezaar karoonga smartphone kalye jab 
tak ye meray lye faida mand saabit ni hota) 
      
2 I need to clarify some queries and justify the reason to 
buy smartphone. (Main ne kuch sawaalat ko wazay aur 
smartphone ko khareednay kalye kiwaja se jawaz paish 
kernay ki zarurat hay)  
      
3 I am waiting for the right time and required capability 
to buy smartphone.(main smartphone khareednay kalye 
darust waqat aur matlooba salahiyat kalye intezaar ker 
raha hoon) 
      
4 Buying smartphone maybe a wastage of money. 
(Smartphone khareedna shayad paisay ka zia hay) 
      
5 I fear of wasting my time using smartphones.(Mian 
smartphone ko isstemaal kertay howay apna waqat 
barbaad ker k khoof mehsoos kerta hn) 
      
6 Smartphone may decrease my autonomy.(Smartphone 
meri khud mukhtaari kam ker sakta hay) 
      
7 I need to get a solution for some of my complaints / 
objections before I buy smartphone.(Main ne apni 
shikayaat ma se kuch kalye ek hul hasil kernay kalye 
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zarurat hay aur ittrezaat ma smartphone khreednay se 
pehlay soochta hoon) 
8 I fear of certain changes smartphone may impose on 
me.(smartphone ki kuch tabdeelion se mujhay khoof aata 
hay) 
      
9 It is unlikely that I buy smartphone in the near 
future.(Ye mustakbil kareeb ma smartphone khareednay k 
imkaan nahi hain) 
      
10 I don’t need smartphone (Mujahy smartphone ki zarurat 
nahi hay) 
      
11 Smartphone is not for me.(Smartphone meray lye nahi 
hay) 
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Demographic Information 
 
1- What is your gender?(aap ki jins kia hay) 
        Male                             Female         
2- What is Your Province? (aap ka sooba konsa hay) 
Punjab  Sindh   Balouchistan  KPK   
Please mention your age (Baraay meharbani umer bataien) 
20-30   30-40           40-50   50-above  
3- What is your Current Study Program? (aapka mojooda taalemi shooba 
konsa hay) 
Bachelor Degree   Master  PhD   
4- Your Mobile Phone Service Provider? (aap kon si mobile service isstmaal 
kertay hain) 
Ufone Mobilink  Telenor   Warid Zong  
5- Which Type of Mobile Service You May Subscribe? (aap ne konsi service 
isstmaal ker rahay hain) 
      Prepaid    Postpaid  
6- What is the brand of your Smartphone? (Mention Below) (aap k mobile ka 
model konsa hay) 
       Nokia  Samsung  LG  Apple  
7- What is your Mod of study?(aapka taleemi silsala konsa hay) 
Full Time Student  Distance Learning  Part Time   
8- Personal spending monthly? (aapki monthly jaib kharach kitna hay) 
10000  
             10001-15000 
15001-20000 
 
20001-25000 
            25001-Above 
 
                                   Thank you for your time and effor 
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APPENDIXES B 
 
             Factor Loadings 
 
  ATEP CI COM CR EMO MOT P PR RA SE SI 
ATEP2 0.86401 0.151586 0.338389 0.244984 0.318925 0.135107 0.217121 0.135793 0.122311 0.240711 0.142783 
ATEP3 0.84978 0.210588 0.412482 0.233979 0.292784 0.203931 0.232185 0.178644 0.189764 0.093922 0.156162 
CI1 0.288067 0.7055 0.22836 0.367091 0.109189 0.554911 0.390715 0.12099 0.492767 0.486107 0.404363 
CI3 0.18017 0.72516 0.173779 0.336728 0.084461 0.516281 0.388536 0.202691 0.419587 0.456963 0.361685 
CI4 0.101426 0.76036 0.084251 0.310169 0.024685 0.495414 0.323461 0.145881 0.44043 0.439143 0.355887 
CI6 -0.01032 0.6631 -0.01006 0.316781 0.026871 0.356006 0.28349 0.067631 0.348376 0.444604 0.330847 
CI7 0.028919 0.70904 0.089983 0.35416 0.019462 0.453885 0.373524 0.278379 0.393224 0.367407 0.413806 
COM1 0.267802 0.142227 0.73928 0.277787 0.198959 0.149185 0.229545 0.1939 0.164834 0.06805 0.039954 
COM2 0.342944 0.184374 0.82077 0.32299 0.253295 0.158702 0.265917 0.218048 0.146849 0.092914 0.165918 
COM3 0.394012 0.175567 0.8393 0.328935 0.364027 0.199576 0.203053 0.12719 0.19003 0.07571 0.15656 
COM4 0.380872 0.07197 0.73416 0.191949 0.36515 0.089312 0.116619 0.135015 0.07449 0.011799 0.105671 
CR1 0.182127 0.410112 0.269892 0.92285 0.235231 0.422583 0.423399 0.226892 0.371977 0.331533 0.37011 
CR10 0.173889 0.323115 0.281603 0.90453 0.238633 0.351334 0.340807 0.138325 0.286634 0.239513 0.319844 
CR11 0.173889 0.323115 0.281603 0.90453 0.238633 0.351334 0.340807 0.138325 0.286634 0.239513 0.319844 
CR2 0.224539 0.293325 0.150189 0.53193 0.11551 0.238891 0.31739 0.263826 0.289203 0.208026 0.278002 
CR3 0.3045 0.366234 0.349048 0.63482 0.196038 0.333393 0.374202 0.149628 0.347039 0.257564 0.375983 
CR7 0.287488 0.269435 0.364342 0.53354 0.329123 0.281067 0.296055 0.111043 0.23481 0.138186 0.279259 
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CR8 0.182127 0.410112 0.269892 0.92285 0.235231 0.422583 0.423399 0.226892 0.371977 0.331533 0.37011 
EMO1 0.340055 0.115676 0.285011 0.314697 0.89465 0.014143 0.137194 0.031384 0.125714 0.057446 0.154821 
EMO2 0.324141 0.118674 0.356927 0.203249 0.83068 0.024368 0.134742 0.098647 0.093426 0.103645 0.067812 
EMO3 0.144904 -0.05679 0.260061 0.145127 0.63738 -0.11155 0.010134 -0.02339 -0.01729 -0.03118 0.039216 
MOT1 0.188177 0.60992 0.231322 0.434756 0.038539 0.83619 0.366206 0.134972 0.583606 0.628272 0.329118 
MOT2 0.191076 0.509958 0.096826 0.288037 -0.02656 0.81832 0.29908 0.125424 0.579784 0.572795 0.317079 
MOT3 0.104053 0.559965 0.1186 0.347571 -0.06256 0.75308 0.315477 0.153022 0.494635 0.516998 0.336826 
MOT4 0.130086 0.406235 0.144165 0.304003 -0.00282 0.71944 0.324728 0.210979 0.488841 0.416022 0.290897 
P2 0.309399 0.438024 0.252224 0.399596 0.091926 0.366355 0.79641 0.439898 0.327423 0.30433 0.408964 
P3 0.189991 0.416459 0.19135 0.352327 0.111804 0.39113 0.78347 0.394906 0.390821 0.362154 0.371558 
P4 0.119163 0.293152 0.218037 0.389433 0.126284 0.255524 0.76773 0.37593 0.319441 0.327593 0.400623 
P5 0.145842 0.313864 0.099641 0.191692 0.046471 0.215785 0.61692 0.37984 0.240488 0.238096 0.296528 
PR2 0.194896 0.241046 0.24539 0.162279 0.04524 0.157132 0.372931 0.68329 0.138457 0.056204 0.228864 
PR3 0.157118 0.166463 0.223264 0.213704 0.040492 0.158991 0.399454 0.80768 0.179522 0.119235 0.242428 
PR4 0.104709 0.125607 0.072497 0.166193 0.037757 0.107062 0.384208 0.7796 0.145469 0.107998 0.209355 
PR5 0.119627 0.140682 0.145327 0.138616 0.070083 0.112083 0.393424 0.74393 0.104151 0.125352 0.259643 
PR6 0.09176 0.207537 0.092491 0.146061 -0.01296 0.192816 0.416603 0.68144 0.237111 0.227329 0.320031 
RA1 0.112862 0.513037 0.158128 0.275129 0.001577 0.525379 0.303966 0.13861 0.74408 0.459953 0.310999 
RA2 0.119145 0.42827 0.135669 0.337136 0.081919 0.576043 0.292005 0.135604 0.82888 0.543234 0.344116 
RA3 0.205336 0.471044 0.195297 0.321582 0.09256 0.604029 0.333647 0.155185 0.81514 0.530149 0.309601 
RA4 0.07982 0.417925 0.064456 0.27747 0.053973 0.481376 0.363458 0.200244 0.72232 0.457276 0.317679 
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RA5 0.164666 0.440063 0.170033 0.330159 0.148462 0.434781 0.369337 0.204881 0.70655 0.443503 0.323212 
SE1 0.187737 0.498692 0.094946 0.274632 0.079474 0.550945 0.349564 0.112868 0.548299 0.86557 0.312583 
SE2 0.155135 0.438619 0.093966 0.227109 0.009134 0.519292 0.257053 0.099973 0.482794 0.78722 0.297794 
SE3 0.173136 0.511522 0.081232 0.328339 0.085635 0.611601 0.392225 0.183054 0.540178 0.84223 0.32882 
SE4 0.073898 0.478608 -0.04988 0.141925 -0.01532 0.484456 0.304738 0.120591 0.433413 0.62415 0.30794 
SI1 0.183165 0.44417 0.158622 0.294996 0.108973 0.344939 0.333822 0.197211 0.377165 0.349227 0.7208 
SI2 0.066561 0.357702 0.135599 0.300928 0.089336 0.276143 0.373335 0.347103 0.331578 0.239867 0.77205 
SI3 0.176388 0.438237 0.113098 0.401975 0.109929 0.360866 0.417838 0.292534 0.333419 0.298171 0.86798 
SI4 0.103617 0.427272 0.098421 0.388034 0.075065 0.353593 0.457885 0.274523 0.316747 0.358272 0.8017 
SI5 0.15186 0.286531 0.099818 0.228201 0.114609 0.205891 0.333957 0.159459 0.273415 0.256427 0.68717 
 
 
 
 
 























